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10 REASONS WHY PATHECOLOR 
DESERVES YOUR IMMEDIATE ATTENTION 


@ Lite-Like reproduction of skin tones, food and package identification. 
@ For the first time “impossible” pastels reproduce in startling realism. 


@ Much faster film speed permits simple, less costly lighting. .) 
@ Pathécolor camera techniques as simple as black and white. | 
@ Standard camera equipment is all that is required for Pathécolor. | 
@ Negative Reports on their way after only twenty-four hours. | 
tor 


@ Dailies forwarded for customer viewing within two days. 

@ Pathécolor experts available for customer consultation at all times. 

@ Pathe speed in processing and printing saves time and money. 

r @ Special optical and special effects facilities at Pathé customers’ disposal. 
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quatity and speed. Pathé special ettects and op- 
ticals departments offer producers the most expert 
and complete handling in the industry. 


See one of the most convincing tests ever shown... 


a Pathécolor 16 or 35mm demonstration reel. 


CALL OR WRITE- 
aBORATORIES NEW YORK 105 East 106th Street, TRafalgar 6-1120 
\WBORATORIES HOLLYWOOD 6823 Santa Monica Bivd., HOllywood 9-3961 


Palhé \avoratories, inc., is a subsidiary of CHESAPEAKE INDUSTRIES, INC. 
= GREAT MOTION PICTURES ARE PROCESSED BY LLALLA 
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* YOUR NEXT COLOR FILM PRODUCTION SHOULD BE YOUR VERY BEST 
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Advertisers and 
Advertising Agencies 


are invited write for newly 


survey the use 


sponsored motion 


n television sustain- 


\ limited number of 


available. 


1V0 obligation. 


CARAVEL 


730 FIFTH AVENUE 


FILMS, INC. 


NEW YORK 19, N. Y. 


Producers of quality motion pictures and slide films 


for industry for thirty-four years. 
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YOUR NEXT COLOR FILM PRODUCTION SHOULD BE YOUR VERY BEST 


CHECK 


REASONS WHY PATHECOLOR 


@ Life-Like reproduction of skin tones, food and package identification. Tv rua snow! 


For the first time “impossible” pastels reproduce in startling realism. “Dragnet” filmed in Pathécolor and presented coast- 
® ing to-coast over NBC-TV, December 24, 1953. 


@ Much faster film speed permits simple, less costly lighting. 
American Tobacco Com Pall Mall ial 

Pathécolor camera techniques as simple as black and white. oh shed 
@ Standard camera equipment is all that is required for Pathécolor. ran 
Cy. Pathé was voted the top TV film processing firm in 
@ Negative Reports on their way after only twenty-four hours. 
se @ Dailies forwarded for customer viewing within two days. . 
Pathé black-and-white film facilities... most com- 
uF @ Pathécolor experts available for customer consultation at all times. plete in U. S$. Pathé facilities for 16 and 35mm black- 
rer and-white film processing and printing are famous 
be for quali . i nd op- 
@ Pathe speed in processing and printing saves time and money. 
@ Special and special effects facilities at Pathé customers’ disposal. handling in the industry. 


See one of the most convincing tests ever shown... 


a Pathécolor 16 or 35mm demonstration reel. 


CALL OR WRITE— 
\WBoRATORIES NEW YORK 105 East 106th Street, TRafalgar 6-1120 
BORATORIES HOLLYWOOD 6823 Santa Monica Bivd., HOllywood 9-3961 


BPalhé Laboratories, Inc., is a subsidiary of CHESAPEAKE INDUSTRIES, INC. 
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Advertisers and 
Advertising Agencies 


are invited write for newly 
completed survey the use 
industrially sponsored motion 
pictures television sustain- 
ing time. limited number 


copies are available. 


obligation. 


CARAVEL 


730 FIFTH AVENUE | 


FILMS, INC. 


NEW YORK 19, N. Y. 


Producers of quality motion pictures and slide films 
for industry for thirty-four years. 
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Recently we reported the production in 35mm. | 


picture. It was sponsored by the Ford Motor | 


Now Wilding announces the production of the 


16mm. Kodachrome. Shot with the Bell & Howell 


WA. 


sponsored by Goodyear and is part of a national 


produced by Wilding. 
These two noteworthy firsts are added to the 


New devices and methods, imaginative scripts 


to make Wilding the world’s largest creators of 
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*CHICAGO 


S C r e ¢ n F 1 r S C 1345 Argyle Street 


NEW YORK 
385 Madison Ave. 


color of the first commercial CinemaScope 


*DETROIT 
Company. Cadieux Road 
first commercial wide screen picture in CLEVELAND 


1010 Euclid Bldg. 


Anamorphic lens, this picture was 


*HOLLYWOOD 
product-selling program written and 5981 Venice Blvd 


ST. LOUIS 
4378 Lindell Blvd. 


long list of our pioneering achievements. 


CINCINNATI 
and superior production have combined Enquirer Bldg. 
motion pictures for business and industry. 

PITTSBURGH 


Law & Finance Bldg. 


*Studio Facilities 


WILDING 


PICTURE PRODUCTIONS, INC. 
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IN 
PRESENTATIONS! 


SALES 


Compléte Self-Operating Unit 
—No reels of film to thread—no screen 
to set up—no sound speaker to engage 
doll of these features are combined 
together in the attractive one-unit case. 


"Blick" On—Just piug into any 
115 volt electrical outlet, AC or DC, 
and with a “flick” of its switch the TSI 
Projector is on and running. 


Automatic Rewind—Dve to exciu- 
sive 16mm film magazine, filmis automati- 
cally rewound—no rethreading neces- 
is power driven. It's 
ready to go after every show. 


Daylight Operation—No need to 
drow shades or draperies. Crystal clear 
picture is projected on the self-con- 
tained screen in any lighted room. 


TSI Projectors are available in 5 compact 
models priced to fit your program. 
Model D or H (DeVry or Bell & Howell 
mechanism), Model T (new magnetic 
B & WH tape), Model M (400' film), 
Model M8 (800’ film). 


Offers Nationwide Service— Over 
100 TSI! service centers are located 
throughout the U.S., Canada and Mexico. 


Write today for illustrated brochures 
featuring TSI Suitcase Projectors. 


TSI is the pioneer designer and 
builder of witeose projectors. 


Technical 


Service 


—Dept. D-6— 
30865 Five Mile Road 
PLYMOUTH, MICHIGAN, U.S.A. 


Custom Migrs. of Electronic ond of Mechonical Equipment 
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OUTSTANDING 


“MY MILL” 


Original, dynamic musical score expressing the 
rhythm of heavy machinesy, brilliantly performed 
by the Bavarian Symphony Orchestra. Excellent 
photogrophy. The locale is the exciting industrial 
background of the iron and steel district of the 
Ruhr Valley. Subtly interwoven is a story depict- 
ing the powerful emotions 
that accompany a man’s 
final cessation of work after 
having devoted his labor, 
loyalty, pride and love to 
his job for 40 long years. 


Sale: $40.00 B/W 
Rental: $2.25 B/W 


“SWEDEN’S FUTURE ARTISANS” 


The beautifully gay handwork and handicrafts 
produced in Sweden are admired all over the 
world. This enjoyable color film shows Swedish 
elementary school children engaged in creative 
activities. They are being trained to employ avail- 
able raw materials and to acquire the mastery 
of the Swedish artisan. Open- 
air gymnastics for sound 
body and vocational training 
are embodied in the early 
education of Swedish chil- 
dren. A delightful picture. 


Sale: $130.00 Color; $40.00 B/W 
Rental: $4.50 Color; $2.25 B/W 


14 Minutes 


“BIRTH OF A FLORIDA KEY” 


Selected by the 1954 Edinburgh Film Festival. 


This is a story of the Florida Keys, that unique 
chain of 700 islands extending into the Caribbean 
Sea, each one the original creation of bush and 
bird. An ever-changing paono- ~~ —— 
rama of Nature in Action, this 
revelation of the Keys affords __ = 

an intimate and colorful lesson 
in ecology, that fascinating = 
study of the mutual relation- 4 
ships between organisms and 
their environment. 
Sale: $140.00 Color; $45.00 B/W 16mm Sound 
Rental: $6.00 Color; $3.00 B/W 14 Minutes 


FREE 
CATALOG 


NEW 1955 Listing of 
100 Top-Notch Subjects 


Preview Prints on Request 


FILMS OF THE NATIONS 


DISTRIBUTORS, INC. 
62 West 45 Street, New York 36, 
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COLOR-CORRECT 
RELEASE 
PRINTING 


track and picture masters incorporating 


“A” and ‘‘B”’ effects 


per foot 


e@ Color Duplicating Stock furnished at cost if payment 


accompanies order — $.058 per foot. 


@ We will mount all prints on your reels and cans at no extra 
charge — and pack for shipping anywhere in the world. 


*Reg. U.S. Patent Office < @ Delivery to meet your schedules. 


byron Studios and Laboratory 


1226 Wisconsin Avenue, N.W., Washington 7, D.C. DU pont 7-1800 


PRACTICALLY EVERY 16MM FILM PRODUCER IN THE WESTERN HEMISPHERE IS A CLIENT OF BYRON 


NUMBER 6 © VOLUME 15 ¢ 1954 2 
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How many blocks? 6 or 77? Appearances can be deceiving, but the good 


appearance of a Precision print is not an optical illusion. Immediately apparent are the results 
of Precision-quality processing. 


The individual attention given to each original through the entire operation has earned 
Precision its top spot in the film processing field, Leaders in the photographic profession know 
they can depend on Precision for accurate, intelligent handling of their material. And constant 
research continues for even better ways to serve your requirements, 


In everything there is one best...in film processing, it’s Precision. 


z 


A division of J. A. Maurer, Inc. 
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“We crounded our high traiming costs. 


McDONNELL AIRCRAFT CORPORATION 


They learn faster, remember longer 


McDonnell Aircraft made their own low-cost 
sound movie to train sheet metal assemblers 
in their aircraft plant. The movie was made 
possible through the Filmosound 202 record- 
ing projector which enabled them to add 
their own sound track. An estimated 6000 
aircraft trainees have seen the film. 


This manufacturer of helicopters and air- 
planes knows that no other training tool 
equals sound movies for fast, effective teach- 
ing at low cost. McDonnell also uses movies 
as sales tools . .. and this company relies on 
dependable Bell & Howell equipment. 


VOLUME 15 ¢ 1954 


with sound movies! \ 


In business, industry, church and school, 
more and more sound movies are used to 
solve difficult and costly problems. 


Bell & Howell offers a wide variety of the 
finest picture equipment to help you do the 
best job at lowest cost. 


Bell ¢ Howell 


makers of the world’s finest 
motion picture equipment 


“We cut costs of training our 
aircraft workers with low 
cost sound movies we make 
ourselves using the wonder- 


ful Bell & Howell 202.” 


KENNETH E. DeMOTT 
Training Supervisor 

McDonnell Aircraft Corporation 

St. Louls, Missouri 


New! Magnetic Filmosound 
202 16mm recording projector 
lets you add sound to your 
movies easily, inexpensively. 
Add sound to old silent films, 
change sound to fit specific 
needs. Runs optical and mag- 
netic sound movies. From $699. 


Special limited time offer 
FREE SOUNDSTRIPE! 


Bring your favorite 16mm 
film (up to 400 feet) to any 
authorized Bell & Howell 
dealer before March 31st, 
1954. He'll forward it to 
Bell & Howell for free 
SOUNDSTRIPE, When the 
film has been returned, 
you add your own sound 
with the Filmosound 202 
right in your dealer's 
store. This sensational 
free offer will not obli- 
gate you in any way. 


Bell & Howell Company 
7108 MeCormick Road, Dept. I 
Chieago 45, Mlinois 


Please send me, without cost or 
obligation, complete information 
on sound movie equipment 


NAME.. 


COUNTY... 000% STATE 
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to users of 


INDUSTRIAL PHOTOGRAPHY 


Your Public Relations films, Person- 
nel Training films, Labor Relations 
films were made to accomplish spe- 
cific end results. ‘Rain’, scratches, 
oil, dirt, smudges can distract audi- 
ences and weaken the impact of your 
message. 


Perhaps this is a good time for you 
to have Peerless check up on over- 
worked prints and restore them to 
good condition. 
And the next time you order prints— 
remember to specify Peerless Treat- 
ment in your purchase order. It will 
guard your prints against damage 
and keep them in good condition 


FILM PROCESSING CORPORATION 


165 WEST 46th STREET, NEW YORK 36, N. Y. 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


THE BUYERS LOOK TO BUSINESS SCREEN 
. . » for dependable, complete coverage of business film produc- 
tion facilities, laboratory and special services and audio-visual 
equipment data . . . it's BUSINESS SCREEN first and foremost among 
over 8,000 leading U.S. companies. 


Camera Eye 


EDITORIAL NOTES AND COMMENT 
ABOUT PEOPLE AND PRODUCTION 


* President Eisenhower, fast be- 
coming as adépt in motion picture 
technique as his Democratic prede- 
cessors were in radio and live tele- 
vision, will again exhort his con- 
stituents via film in the coming fall 
Congressional campaign. 

In The Year of Big Decision, a 
motion picture to be shown by Re- 
publican “critical” 
Congressional districts, the final gun 
is a special message to the electorate 
from Mr. Eisenhower. 

Sponsored by the National Cit- 
izens for Eisenhower Congressional 
Committee, the film was produced 
as a 25-minute news-documentary in 
color by Brandt Enos Associates, 
New York management consultants. 
It was completed and premiered in 
Washington in August but then 
withheld for minor revisions recom- 
mended by the President. 

The rally featurette originally 
ended with excerpts from the Chief 
Executive's Lincoln Day speech. The 
new message ties more directly to 
the argument of the film which 
traces the course of the Eisenhower 
program in Congress during the 
past year and a half. Scenes verify 


candidates in 


the program’s effect upon interna- 
tional peace, national security and 
prosperity and the individual cit- 
izen’s welfare. 

The Year of Big Decision will 
circulate to public meetings to high- 
light election efforts. Each candi- 
date will add to the film his own 
three-minute “trailer” dealing with 
local issues. 

Also being readied for circulation 
is an abridged 14-minute version 
of the film for movie theatre and 
television showings. 

Brandt Enos Associates, an or- 
ganization of former March of Time 
members, produced the film from a 
script by Donald Higgins. It was 
edited by David Cazalet and nar- 
rated by the documentary veteran, 
Westbrook Van Voorhis. 


Future generations wil! benefit by the Ad 
ministrations tax program—a 


The Year of Big Decision 


scene in 


produced 


fi. r the Nationa! Citizens for Eisenh« wer. 


“President Eisenhower has made it clear 
that his philosophy of government is to 
be conservative in dealing with the peo- 
ple's money and economy .. .” 


D.C. Film Council Hears Byron 

* Byron Roudabush spoke on “The 
Motion Picture Industry in Wash- 
ington,” during the first fall meeting 
of the Motion Picture and Tele- 
vision Council of the District of 
Columbia, held in the studios of 
Byron, Inec., 1226 Wisconsin Ave- 
nue, N.W., Washington, D.C. on 
September 10. 

The address was followed by a 
tour of the Byron studios and 
laboratories. 

* * * 

Television Film Directors Form 
Nucleus of National Organization 
* Formation of what is believed to 
be the first organization of | tele- 
vision film directors occurred re- 
cently when television station film 
executives in the New England area 
met in Boston. 

Spearheading the group is Wil- 
liam Cooper, film director of 
WJAR-TV, Providence, R.1.. who 
was named acting chairman. Cooper 
announced the group’s intention to 
form a national association of tv 
film directors. This organization 
would include film room 
visors and film buyers. 

Aims of the new group include: 
betterment of the industry: estab- 
lishment of standard film room and 
interstation operating procedures; 
closer relationship between stations 
and all film distributing agencies; 
establishment of a central clearing 
house for the exchange of ideas re- 
lating to films. 

Recommendations agreed upon 
for immediate action within the 
group and contemplated for na- 
tional standardization were: 

All stations would modify their 
cueing system to five seconds and 
iimit their “get out” cues to 26 
frames before the end of a film or 
cut-in point. This would effect only 
films moved from station to station. 

The use of hand or ticket punches 
for cueing films would be con- 
demned. Cue sizes and 
would be standardized. 

To solve shipment problems, film 
distributors would be requested to 
send a copy of the transshipment 
order to the person holding the 
(CONTINUED ON PAGE 12) 
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NUMBER 6 


At the time this ad appeared in 1947, 
“Clean Waters” had just been acclaimed 
the “World's Finest Sponsored Motion Pic- 
ture” at the Films of the World Festival. 


VOLUME 


NINE YEARS LATER 


For a motion picture to maintain its popularity and timeliness 
for nine years is an uncommon achievement. But to be so effec- 
tive in influencing public opinion that after nine years it is 
completely re-made to take advantage of technological advance- 
ments in motion picture making is a rare tribute. 

“CLEAN WATERS,’ made for General Electric Co. in 1945, has 
recently been honored with this unusual distinction... giving 
it new life to continue awakening the American people to the 
need for CLEAN WATERS ...for many years to come. 


STUDIOS 


HOLLYWOOD + NEW YORK «+ CHICAGO «+ CINCINNATI * DETROIT 
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Plays All Records — 3 Speeds — 33'/3 — 45 — 78 rpm ) 
For Use With All Viewlex Projectors 150 to 500 Watts. : 
| Sound System Or Projector May Be Used Independentiy. " 


t Brilliant pictures and clear “bell-tone” sound 


in one compact economical unit that has 
delighted every educator and sales-manager 
who has ever heard it. 

Two permanent needies ® Separate tone and 
volume controls ® Uses filmstrip, slide, or 


combination slide and filmstrip Viewlex pro- 
jectors ® “Light Multiplier’ optical system — 
2”, 3", 5",7", 9, 11” lenses available with- 
out change of condenser system. Priced from 
$124.25 up. 


Write Dept. 234 for litercture. 


All VIEWLEX projectors are guaranteed for a lifetime! 
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What a difference skill makes! 


Columbia’s slide film records are made with a skill that just 
can't be matched. 

Columbia's skill—from initial planning to the final pressing 
of the record—makes it a whale of a lot easier for you as a 
slide film producer to sell your product. 


Columbia works hand in hand with slide film producers 
everywhere, offering the fasiest and most complele service in 
the business. 

Call any member of Columbia's new sales team for facts on 
our new slide film “package”’ rates. 


COLUMBIA TRANSCRIPTIONS 4 Division of Columbia Records Inc., originator of the modern long playing record 


NEW YORK 799 Seventh Avenue, CI 5-7300 
Gil McKean, Director. Al Shulman, Nat'l. Sales Mgr. 
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CHICAGO. 410 North Michigan Avenue 
WHitehall 4-6000. Jerry Ellis, Manager 


HOLLYWOOD 8725 Alden Drive 
CRestview 6-1034, Al Wheeler, Manager 
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WHY BUY THE 


VICTOR 


lémm SOUND MOTION PICTURE 
PROJECTOR 


Because of 
VICTOR’S: 
i 


QUALITY 


Superior Sound and Picture 


2 
EASY 1-2-3 OPERATION 
3-Spot Threading 


3 
FILM SAFETY 
Exclusive Safety Film Trips 


TROUBLE-FREE PERFORMANCE 
Lubrimatic Oil System 


5 


PORTABILITY AND MODEL SELECTION: 


Classmate 4— for smal! audiences 
Assembly 10 — for medium-sized audiences 


Sovereign 25 — for large audiences 


VIGTOR, 


QUALITY MOTION PICTURE EQUIPMENT SINCE 


mate Coupe wadion 


Dept. DAVENPORT, IOWA, U.S. A. 


1910 


CAMERA EYE: 


(CONTINUED FROM PAGE EIGHT) 
print, a receipted copy to be re- 
turned to the distributor stating film 
was shipped and giving the waybill 
number. Information on the sheet 
would include method of shipment, 
date to be shipped and to whom 
shipment is to be charged. 

To maintain high moral stand- 
ards on ty, it was recommended that 
film distributors edit out obscenity, 
eliminating the possibility of some 
blue scene getting past the station 
screening. 

This group will meet again at 
the Hotel Statler in Boston, Sep- 
tember 28, at 3 p.m. All interested 
parties are advised to contact Wil- 
liam Cooper at WJAR-TV, Provi- 
dence. 

* 

“The United Way" to Help Raise 
Funds for Welfare Organizations 
* Faced with competition for dona- 
tions, large and established welfare 
organizations have joined to voice 
more effective annual pleas. This 
year’s combined Community Chest- 
United Fund-Red Feather cam- 
paigns will make use of a 90-second 
animated color cartoon to be re- 
leased in 1800 localities. 

The United Way, produced by 
Transfilm, Inc., for Community 
Chest and Councils of America, 
stars a pen line citizen, Mr. Gen- 
erous Giver. Mr. G.G. gets a cheer- 
ful charity message across by car- 
toon example: he subscribes to 
helping others without realizing 
how much his giving means to his 
own family’s health and welfare. 

The film was directed by Abe 
Liss, designed by Cliff Roberts from 
a script by Martin Seifert, associate 
director of Community Chest’s and 
Councils’ radio-tv-film department. 
The story was lyricized by Joe 
Darion. George Kleinsinger’s orig- 
inal score enlivens the comic moral- 
ity playlet which is narrated by 
Paul Tripp. 

The United Way, in 35mm Fast- 
man color, processed by Tri Art 
Color Corporation, is available for 


Mister Generous Giver (right below) 
reminded of the many community service: 


available through Community Fund par 


ticipation (see article above) 


threatre showing through local 
Community Chests and United 
Funds. It is available in black and 
white 16mm for television. Thirty- 
five millimeter color prints will be 
available for network tv colorcasts. 
Chrysler's Live TV Show 
Features Color Film Clips 
* Film filled out the bill when the 
Chrysler Corporation’s live color 
television show “Shower of Stars,” 
had its CBS Hollywood premiere re- 
cently. 

The program called for L. L. Col- 
bert, president of Chrysler Corpora- 
tion, to introduce the program to the 
tv audience and to explain its char- 
acter and purpose. Trouble was that 
Mr. Colbert was busy at his office 
in Detroit. Looking up from his 
chores long enough to make his in- 
troductory speech, Chrysler's chief 
executive was photographed at his 
desk on Eastman 35mm color film. 

This segment and part of the pro- 
gram’s commercials which progres- 
sively tell a story of “The Forward 
Look.” were produced by Sound 
Masters, Ine., New York. The com- 
mercial sequences are from The Big 
Test, a film shot in color by Sound 
Masters under the supervision of 
Tom Marker, Chrysler's film chief. 
The Big Test was filmed at the new 
Chrysler proving grounds at Chelsea, 
Mich. 

The live tv presentation is built 
around Hollywood star appearances. 
ia 
Third Advertising Essentials Show 
Opens in New York on Nov. 15th 
* The third Advertising Essentials 
Show will be held at the Hotel Bilt- 
more, New York, on November 15th, 
16th & 17th, 1954 it was announced 
by the Advertising Trades Institute, 

Ine. which sponsors the event. 

The show will be held in the 
Grand Ballroom and adjacent ball- 
rooms atop the Hotel Biltmore, and 
will provide what has been called 
the “Advertising-Mile Market 
Place”. 

Promoters of the show indicate 
that exhibits will include coverage 
of visual aids, presentations, indus- 
trial photography, slides. cic. 

The preceding show attracted 
9.700 advertising executives, mar- 
keting directors, sales promotion 
managers, advertising agency per- 
sonnel and other buyers of the many 
services and products of this field. 
Thomas B. Noble, Chairman of the 
ATI, declared, “We are planning 
for over 12,000 buyers at this block- 
long three-day exposition this Fall”. 
Full information and free guest 
tickets for the show can be secured 
from the Advertising Trades Insti- 
tute, Inc., 270 Park Avenue, N. Y. 
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Coordinated experience is vital when there is 
a lot at stake and error can be costly. It is then that 
knowing just what to do, and exactly how to do it 


with good judgment and skill, assures a successful 


result. 


SOUND MASTERS 


NUMBER 6 © VOLUME 15 ¢ 1954 


ESTABLISHED 1937 165 WEST 46TH STREET, NEW YORK 36, N.Y. 


EXPERIENCE 


Sound Masters’ seventeen years of experience, 
serving a wide range of industries in every phase of 
our business, justifies the confidence our many clients 
have in our ability to achieve their strictest require- 


ments. 


MOTION PICTURES 
SLIDE FILMS i 


PLAZA 7-6600 
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Color prints on Ansco Type 238 
speak out for your skill 


For impressing prospective customers your best bet is 
release prints that give a favorable picture of your crafts- 
manship. Ansco Type 238 Duplicating Film assures that 
kind of 16mm color prints because it truly duplicates your 
original. 

Type 238 is unsurpassed for faithful color reproduction, 
cleaner whiter whites, crisper definition, high fidelity sound. 

There’s only one way to prove to yourself the superiority 
of this fine emulsion—try it! Request your laboratory to 
print one of your films on Ansco Type 238, then see for 
yourself how it helps build your reputation. 


People Who Know Buy Ansco 


Ansco 


Binghamton, N.Y. A Division of General Aniline & Film Corporation. 
“From Research to Reality.” 
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666 West Harvard Street # Glendale 4, Calif. * Cable Address: MITCAMCO ~ 
259% of the profesional motion pleuies shown the are flmed with 


NUMBER 6 


On the set of “|! Love a starring Lucille Ball and Desi 
Arnaz, The nation’s Number 1 TV show for 1951, 1952 and 
1953 is a p of the techni of filming its program os o 
live show with audi y Producti uses three Mitchell 
35mm BNC cameras in Love Lucy.” 


TO FILM 
A SUCCESSFUL SHOW... 


It takes more than just a good script to insure the success 

of a top-rated network program. The on-stage performances of 
the stars and supporting cast must be outstanding, 

carefully timed, superbly directed. And the camera must 
perform flawlessly in its vital role of recreating the 

superior quality of the show for millions of TV viewers. 


Mitchell cameras—internationally famous— provide the 
matchless photographic performances so necessary to the 
successful making of the finest theater quality films. 
That is why, wherever top quality filming is the foremost 
consideration, Mitchell Cameras are to be found... 
bringing success into focus. 


Joan Davis on the set of “| Married Joan,” 
produced by P. J. Wolfson and appearing 
are used on this top TV show, which is in 
its 2nd year. Jim Backus plays the male lead. 
Pe. 
@ 
fi 
Dennis Day, star of “The Dennis Day Show,” : 
@ top-rated NBC program. Originally “live,” : 
this stries is in its second year, and is now 
produced on film by Denmac Productions, : 
using a Mitchell 35mm BNC camera, > 
MITCHELL 7he only truly Professional Motion Picture Camera 
CORPORATION 
35mm 
| 
| 
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“SCREEN ‘TEST shows efficiency of 
“Opaque 1000.” ‘To “see for yourself,” 
ask for an actual demonstration of this 
AO Then 
compare it by demonstration with any 
1000- watt The 
results will be dramatic 


remarkable new projector 


other opaque model, 
An exclusive AO coated lens on the 
“Opaque 1000” spreads light evenly to 
every edge of the screen. Images are 
bright and lively, even in rooms just 
semi-dark, On counts of light output 

optical performance . . 
color reproduction, the “Opaque 1000” 
effectively 


. depth of focus... 


and demonstrably outper 
forms all comers, That is why we say, 
quite proudly, this is “the world’s finest 


opaque projector.” 
LARGE APERTURE 10" 10° 


project a tiny postage stamp... 
atlas. 


> AIR FROM TOP KEEPS COPY FLAT. Pres: 


sure cooling forces air down over surface of 


lets you 
or a world 


New projector 
gives brighter, crisper pictures 
...corner-to-corner sharpness 


the world’s finest 


opaque projector 


platen. Small objects and flimsy papers are 
thereby “slapped” securely in place. Mate- 


rial can’t flutter annoyingly 


> KEEPS COOL. The “Opaque 1000" can’t 
Even with 
platen completely covered, projector stays 
Quiet, 60-cycle, AO motor- 
driven fan assures you 100°, protection. 


damage your copy through heat 


cool and safe 


> MOST DURABLE. The “Opaque 1000" is 
of all-metal construction. It is strong and 
sturdy —yet weighs only 38 pounds. 


> EASY TO OPERATE, Any student or teacher 
can use the “Opaque 1000"' without experi- 
ence, Lens is carried on a rack and pinion for 
quick, needle-point focusing. Spring-loaded 
legs make the projector simple to raise or 
lower. 


woo 


| 


“The Whistle at Eaton Falls” 
Now Available for 16mm Showing 
* The Whistle at Eaton Falls. a 


dramatic feature film about a labor- 
management conflict in a one-indus- 
try town, will be released this month 
through Association Films to busi- 
ness firms, schools, churches and 
other community organizations. 
Based on actual incidents and pho- 
tographed in a real New England 
town, the film was produced by 
Louis de Rochemont. 

The film, since its theatrical re- 
lease three years ago, has received 
praise from both management and 
labor as being a fair, forthright 
appraisal of the problems faced by 
a failing industrial plant. Senator 
Alexander Wiley of Wisconsin de- 
the film honest. 
down-to-earth, straight shooting pre- 
sentation.” Harry A. Bullis, General 
Mills board chairman, stated, “The 
difficult of management- 
worker relationships has been han- 
dled in a very able manner.” 

Noted labor leaders, too, have 
added words of praise to the produc- 
tion. David Dubinsky, president of 
the International Garment 
Workers Union, called it “exciting 


clared to be “an 


subject 


Ladies 


entertainment.” Crago. 
of the United Chemical Workers. 
said that picture is a “worthwhile 
contribution toward the highly com- 
mendable of better under- 
standing between the worker and 
the employer.” 

The Whistle at Eaton Falls tells 
of a young union head who is named 
by the widow of a shaky plastics 
factory to take over the presidency 


George A. 


cause 


of the concern, He accepts the job, 
on the condition that he always be 
permitted to keep the welfare of the 
workers uppermost. A serious con- 
flict arises when he is forced to lay 
off men, pending installation of new 
“labor-saving” machinery. Resent- 
ment grows among the workers who 
accuse him of selling out to manage- 
ment. At the eleventh hour before 
his resignation, he and his techni- 
cians perfect a new plastics produc- 
tion method which will put the men 
back to work om three shifts a day. 


The 96-minute film, The W histle 
at Eaton Falls, is available from 
offices of Association Films, Ine. 
Broad and Elm, Ridgefield, \. J.. 
also Chicago, Dallas and San Fran- 
cisco, 
te 

Extensive Group of TV Films 
Prepared for Community Fund Use 
* United Community Campaigns 
the Chests, United 
Funds and Red Feather campaigns 
1800 
has prepared an extensive group 


Community 


of some cities and town- 
of films designed to be used pri- 
marily on television in the 1954 
drive for funds. 

To kick off the drive. many local 
campaigns will use a half hour TV 
shows, Six Star Salute, produced in 
Hollywood and featuring Art Link- 
letter, Bob Hope, Dinah Shore, Ray 
Bolger, Tennessee Ernie Ford and 
Barbara Britton. The film 
to have been made on kinescope 
and knocked together. not too well, 
overnight. 


seems 


Following up the half hour shows 
are 14 20-second, minute and two- 
minute spots featuring the view- 
points of assorted “hometown folks” 
as well as that of General of the 
Army Omar Bradley, National Cam- 
paign Chairman of the United De- 
fense Fund. These were made by 
Morton 
and by 
pany. 

4 90-second animated film in 
Eastman color, Who, Me?, will be 
available for use by the Funds in 
local theatres. Produced by Trans- 
film, Ine., this little film is in a 
very modern style, which is to say 


Productions 
Films 


MeConnachie 


Promotional Com- 


“animator’s primitive”, and fea- 
lures some interesting music played 
on oboes, bassoons, etc. 

Information about the new films 
can be obtained from United Com- 
munity Campaigns, 345 East 46th 
Street. New York City 17. 

News of other Community Fund 
film efforts also appears on page 12 
of this current issue of Business 
SCREEN, 


. | American Optical | 
| Projection Division | The Newest & Best in Advertising Materials & Services! 
80 Heard Street, Chelaea 2, ans. 
cond me your on the 3rd Annual Advertising Essentials Show 
GRAND BALLROOM AND ADJACENT BALLROOMS ATOP THE 
CHELSEA, Or ganization or title 
C HOTEL BILTMORE e NEW YORK CITY e NOV. 15, 16, 17TH 
L j Exhibit or Attend if You Buy or Supply Cameras © Projectors 


Visual Aids © TV Films © Presentations © Industrial Photography 
Write today for tickets or exhibit information to 


Advertising Trades Institute, Inc. 270 Park Ave. New York, N.Y. 
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: HERE MILEAGE BEGINS” 20 

mins 


“DIESEL—THE MODERN POWER" 20 mins 
d their place 1 


A basic film on Diesel engines am 
modern transportation. 
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‘INSTALLIN 30 mins 
Accepted methods for water _ systems 4! F 
public utilities. 


G CAST IRON PIPE 


other 


suc spor rs as Ame: 
AND MANY OTHERS / h nsors é 


ican Tel. & Tel 
> Ethyl Corp.. Wilcox, Carborundum Co 
AND MANY OTHERS 0, U. S. Navy Department 4 


A 
udio Inc. 


Fil 
LM CENTER BUILDING 630 NINTH AVENUE 


Frank K. Speidell 
, President Herma 
lal 
Producer-Directors: |. S. Bennetts Vice J. Secret 
H. Mandell 


Alexander Gansell 
Harold R. Lipman 
orl Peirce 
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PUSH-BUT 


ROJECTION 
with VU-LYTE 


THE VU-LYTE Opaque Projector is so easy to use. Simply insert the original copy, flick the switch. 
And there on the screen is a perfect reproduction of the original... 


every word, every letter clear and sharp 


THE VU-LYTE projects anything . 


pictures, books, maps, solid objects, diagrams, 


magazine clippings, homework papers 


THE VU-LYTE projects the facts so the, ‘re remembered! VU-LYTE gets your ideas across—fast! 


VU-LYTE gives expression to your full Teaching potential. 
THE VU-LYTE Price: Mode! 3001, $235.00 


FREE DEMONSTRATION 


If you are interested in quicker better teaching methods, 
write for a Free Demonstration, to be given at your 
convenience. No cost, no obligation. 


Educational Div, Dept. B-9 CHARLES COMPANY 60 Badger Ave., Newark 8, 


in true colors... 


| 
| 
| 
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Facts on Plastics 
Shown in Filmstrips 


*® Three filmstrip programs de- 
signed to give consumers the facts 
on plastics were released recently by 
the Society of the Plastics Industry, 
Inc. The programs will be pre- 
sented to clubs and schools through- 
out the nation by industry speakers 
as part of a concerted effort to im- 
prove plastics quality and encour- 
age proper use of good plastics 
products. 

For business men’s clubs there is 
a 20-minute program, Plastics Is 
Sour Business. For women’s clubs, 
a special 45-minute filmstrip pre- 
sentation, At Home With Plastics, 
has been prepared. The school script 
is an illustrated 25-minute talk de- 
signed for high school juniors and 
seniors. 

Hundreds of Firms Cooperate 

Hundreds of plastics companies 
cooperated in the film project and 
the final color photographs were 
chosen from a collection with an 
estimated value of $500,000. 

The school script is a capsule 
course in plastics, introducing the 
major members of the family of 
plastics materials and their indi- 
vidual qualities, then carrying the 
story from raw materials to finished 
products. This program was pre- 
pared after consultation with na- 
tional education associations and 
visual aid directors of major city 
school systems and is designed to 
meet the schools’ problem of trans- 
lating textbook chemistry into the 
realities of modern industrial 
processing. 

Points Dependence on Plastics 

The business film seeks to interest 
and inform the millions of business- 
men who, without realizing it, de- 
pend heavily on plastics both at 
work and at home. It is pointed out 
that plastics production last year 
was above three billion pounds. 

The program for women is an 
idea tour of the home and tackles 
the dual job of explaining the dif- 
ferences between plastics and of pre- 
senting plastics as versatile home 
fashion materials. Many of the 
leading women’s magazines con- 
tributed color pictures of attractive 
rooms that make interesting use of 
plastics. 

A project of the SPI public rela- 
tions committee, the three film pro- 
grams were prepared by Morrison- 
Gottlieb, a New York public relations 
firm, and the films were produced 
by Victor Kayfetz Productions, Inc. 
The SPI films are available from 
The Society of the Plastics Industry, 
Inc., 67 West 44th Street, New York 
36, N.Y. 
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4a. w Film processing and the many 
related steps in preparing final prints 
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for visible and audible projection 
offer numerous opportunities for 
inaccuracy. Deviation, even slight, from 
absolute precision in processing 
makes for off-key viewing and listening 
.... condition frequently unrecognized 
but which causes unpleasant 
reaction to what may be good acting, 
good setting, good camera work. 


At Consolidated 34 years of 
invention and improvement together 
with careful training of 
personnel assure you that your final 
prints will project everything 
you photograph .. . 
with micrometer precision. 


CONS 


AT 


ED FILM 


4 


INDUST 


1740 Broadway 
New York 19, N.Y. 
JUdson 6-1700 


Hollywood 38, Calif. 


959 Seward Street | 
HOllywood 9-1141 | 
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Hits are important in baseball 
and in business films! 


One of Condor’s latest productions, Let’s Train With the 
Cardinals for Anheuser-Busch, is now making a 

tremendous hit in showings throughout the United States 
and adjoining countries. Cumulative audience figures 

are already in the millions! This refreshing and bright 
28-minute sound-and-color film featuring the famous 

St. Louis Cardinals is typical of Condor films — 
entertaining, informative, filled with outstanding 
photography and beautiful color, skillfully and dramatically 
edited, imaginatively planned and carried out. 


Call on Condor when considering your next motion 
picture or slide-film. When you do, you'll be assured of 
getting the ultimate in quality from an established, 
well-equipped firm with a thoroughly experienced 

and professional staff. 


0 
Lit Producers of 16mm and 35mm Sound Motion 


Pictures and Slidefilms for. . . 


Main Offices and Studios SALES PROMOTION 
1006 Olive Street ADVERTISING 
ee PUBLIC RELATIONS 

TRAINING 
New York and Hollywood TELEVISION 
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TRADE -MARK 


One of a series of outstanding 16mm film installations, 
CARTHAGE INDEPENDENT SCHOOL, CARTHAGE, TEXAS 


SMALL IN SIZE (pop. under 5,000), big in ideas, the town of Carthage, Texas, 
offers in its Independent School auditorium dramatic evidence that audio- 
visual presentation has come of age for schools, businesses and institutions 
of all sizes. 

THANKS to proper layout and carbon-arc projection, some 18,000 viewers 
annually enjoy 16mm film showings of professional quality...quality impossi- 
ble to obtain for audiences of over 100 persons by any other commercial means 
of lighting. 

THIS SIMPLE, safe and economical carbon-arc equipment brilliantly illumi- 
nates a 10’ x 12° screen 74 feet away ... assures clear, sharp pictures without 
interruptions due to light failure. 

INVESTIGATE this better method of projection for educational, training and 
business films. You'll be as amazed by its economy as you are by the marked 
improvement in picture quality it provides. 


The term “National” is a registered trade-mark of Union Carbide and Carbon Corporation 


NATIONAL CARBON COMPANY 
A Division of Union Carbide and Carbon Corporation + 30 East 42nd Street, New York 17, N.Y. 


District Sales Offices: Atanta, Chicago, Dallas, Kansas City, New York, Pittsburgh, San Francisco 
IN CANADA: Union Carbide Canada Limited, Toronto 
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NOW, more than ever...QUALITY COUNTS 


the 
East... 


The superior 

QUALITY CONTROL consistently maintained 

by MOVIELAB on all film processing assignments has earned 

it the jealously-guarded reputation of being the “QUALITY 
LABORATORY” in the east. 

More producers, cameramen and technicians throughout 
the east put their trust into Movielab’s “KNOW-HOW” and 
“personalized service” than any other. 

Get to know Movielab—for this is the standard by which 
all film processing is judged. 


SERVICES 
Cc 

qHe 
FOR YOUR SCREENINGS ROUND 


Negative Developing 


Ultra Violet and Flash Patch Printing 
Quality Control 
16 mm and 35 mm Release Printing 
Title Department 
25 Cutting and Editing Rooms 
First Print Department 


for color it's...., 
&, 


* 16mm 17'/: mm & 35 mm tape 
* 16mm & 35 mm interlock projection 


| 
MOVIELAB FILM. LABORATORIES, INC. 


619 West 54th Street, New York 19.N. Y. JUdson 6-0360 


/ 


MORE PRACTICAL KNOW-HOW ON NEWEST AUDIO-VISUAL 
TECHNIQUES AND TOOLS APPEARS & TIMES ANNUALLY 
IN THE BIGGER, BETTER PAGES OF BUSINESS SCREEN 


NEWS-TRENDS 


New Long-Play Magnetic Tape 
Doubles Capacity of Recorders 
* A new long-playing, magnetic re- 
cording tape called Plus 50 was 
announced last month by Reeves 
Soundcraft Corp. It sells for less 
than standard acetate-base tape, yet 
is stronger and has a full-depth mag- 
netic oxide coating. 

It will play 50% than 
standard tape since each reel will 
hold 50% more tape. The five-inch 
reel, which holds 600 feet of stan- 
dard tape, will hold 900 feet of the 
new tape, with corresponding in- 


longer 


creased capacity in other sizes, Plus 
50 tape will be available in three 
inch, five inch, seven inch and 101%, 
inch reels. 

The 50% thinner 
standard acetate-base tape but 


base is than 
stronger because it is made of du- 
Pont “Mylar” polyester film. This 
is the same strong material used as 
the base for Soundcraft’s Lifetime 
tape, which the company “uncondi- 
tionally guarantees will never break 
of curl when used under normal con- 
ditions of recording and playback.” 

The magnetic oxide coating of 
Plus 50 tape is said to be full-depth, 
with the same bias characteristics, 
frequence response and output level 
as other quality tapes and can be in- 
terspliced with Lifetime of standard 
acetate tape, and recorders do not 
have to be adjusted to use it. 

Plus 50 tape has been market- 
tested since 1952. It meets govern- 
ment requirements, and since 1952 
Soundcraft has supplied the Govern- 
ment with more than two million 
feet of it. It is priced at $4.40 for 
the five-inch reel containing 900 
feet of tape, and $7.95 for the seven- 
inch reel containing 1800 feet. 

Reeves Soundcraft tape is avail- 
able from most audio visual and 
photegraphic dealers. 


* 


Annual Freedoms Foundation 
Nominations Close November 11 
* Nominations for 1954 Freedoms 
Foundation Awards to 
tion pictures, 35mm films and slide- 
films, contributing to a better under- 
standing of freedom will close on 
Veterans’ Day, November 11. Entry 
blanks for films on this general 
theme may be obtained from the 
Freedoms Foundation headquarters. 
Valley Forge. Pa. medals 
and certificates are awarded best 
16mm _ films. 

* 
Thirteen New 16mm Sound 
Films Completed by Decorators 
* Thirteen new 16mm sound films 
dealing with homemaking and home 
furnishing have been added to the 
television series Your Own Home. 
sponsored by the American Society 
of Interior Design, according to 
Barclay Adams, the Society’s execu- 
tive director. 


l6mm mo- 


Honor 


Featuring discussions by experts 
in the homemaking field, the 15- 
minute show is produced on film in 
New York and is used by some 79 
tv stations in major cities across the 
nation. Your Own Home was intro- 
duced in 1947 and has run contin- 
uously since then. It twice has been 
cited as an outstanding public serv- 
ice production in national surveys 
among tv directors. 

The show's commentator-in-charge 
is Barbara Lane, decorator, who 
gives practical suggestions for beau- 
tifying and modernizing the home, 
tips on housework. She interviews 
other professional personalities in 
decoration, design and architecture. 

The new series is produced and 
directed by B. K. Blake, a Holly- 
wood Oscar winner for short films. 

All future films of Your Own 
Home will be produced in color to 
meet the current trend, Adams said. 
Films will be printed so that the 
show can be “equally well received 
on color and black and white tv. 


Chicago Workers 

See “Other Side"’ 

* 57 Chicago companies 
have already booked 
showings of the 1954 
Community Fund motion 
picture The Other Side. 
The 14-minute film was 
completed for September 
release by Wilding Pic- 
ture Productions. Ine. 
W. M. Bastable. Swift & 
Company, is film chair- 
man for this year’s drive. 
Last year 400,000 work- 
ers saw the 53 picture. 


IMITATED... but 
Never Equalled ! 


Someone has said, “Imitation is the sincerest 
form of flattery.’ If so, we're really flattered 
... but not nearly as much as we are by the 
outstanding producers who insist on using 
our Type Titles... which are never equalled ! 


The Knight Studio 


159 E. Chicago Avenue - Chicago 11, Illinois 
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Our top-flight creative 
and production staff is 
really GOING PLACES 
—working with clients 
all over the country 
to build our reputation 
as the nation’s leading 
producer of better films 


for buseness. 


404 FOURTH AVE. NEW YORK 16. NEW YORK 


RODUCTIONS, INC 


201 NO. OCCIDENTAL BLVD. LOS ANGELES 26. CALIFORNIA 


- 
| | | 
x: 
~~ 
2 | 
“4 
‘ 
. 
we 
| 
~ 
/ \ 
\ 
| 
BONA 
AYMAN 
CNY 
> aw Va 
: 
‘ 
Cuthoda 


Come, drop in and discover something 
brand new, something to relieve 

your production worries . . . 

OPTICALS IN 35MM E.K. NEGATIVE 
POSITIVE COLOR. Yes, all optical 
effects, dissolves, wipes, fades, 
superimposed color titles, and matte shots, 
or your own special 


brand of transition. 


This of course, plus 

16mm and 35mm opticals, 

in black and white 

or color and a most complete 


animation, art and title 


department, So, drop 
in and talk it over, 


anytime. 


Send for our brochure showing 


how Cineffects multi-faceted services can help your production. 


‘Sight & Sound 


Export of Sponsored Films 
Expedited by U.S. Certificate 
\¢ It will pay sponsors who export 
films to know that audio-visual ma- 
terials bearing a certificate of the 
United States Information Agency 
(rate customs facilitation and duty 
free entry into a number of foreign 
countries. Twenty-four governments 
recognize the U.S. government cer- 
tificates as proof that materials so 
acknowledged have been selected on 
the basis of carefully developed, in- 
ternationally accepted criteria. 

The Agency’s film attestation pro- 
‘gram encourages American pro- 
| ducers to make their products more 
readily available abroad for pro- 
|motion of international goodwill 
through audio-visual education. 

The certificate system is credited 


with substantially increasing the cir- 
‘culation abroad of motion pictures, 
filmstrips, kinescopes, recordings 
and similar sight-sound export. The 
agency's seal of approval is a big 
distribution factor in some countries 
which ordinarily impose duties as 
high as 28% and from 60% to 
100% ad valorem on 


materials. 


uncertified 


In all categories of nontheatrical 
and theatrical export, 7800 
certificates have issued, in- 


some 
been 
cluding the productions of some 400 
American producers. Among these 
are films made by U.S. industrial 
concerns, scientific and medical or- 


| ganizations, educational institutions 
| and commercial producers. 
For full information on the re- 
which qualify 
| visual material for a certificate, con- 
jtact the U.S. Information Agency, 
Publie Information Staff, Washing- 


lton 25. D. C. 


quirements audio- 


Transfilm President Proposes Film 
|to Help Curb Juvenile Delinquency 
|* In order to help stem the rising 
i tide of juvenile delinquency in New 
York City, Transfilm Incorporated 
offered last month to make a short 
subject film dealing with the City’s 
number one problem. The offer was 
i}made to the New York City ad- 
| ministration by William Miesegaes. 
president of Transfilm, who said he 
would produce the picture at cost. 
Mr. Miesegaes pointed out that 
funds for the motion picture could 
be derived from less than one day’s 


receipts of the present 5° tax on 


itheatre admissions. 

| “This is a small investment, in- 
deed, when one considers that $140.- 
000 daily is stolen from New York- 


jers, and this does not include per- 


damage.” he 


sonal and 


property 
said. 

Mr. Miesegaes pointed out that 
most of the motion pictures now 
available on the subject of juvenile 
delinquency only offer long range 
plans as solutions. He also spoke of 
New York’s need for 7,000 addition- 
al policemen, which, he said, could 
not become a reality for some time 
to come, 

“The need for action is now,” he 
cautioned, “and the impact of mo- 
tion pictures as a motivating force 
has certainly been proven.” The 
proposed film, which would be 
shown in theatres, TV schools, clubs, 
etc., would deal with case histories 
of the most rampant types of crime 
in New York. 

“No details would be spared. 
From the actual commission of the 
crime to both the 
guilty and innocent, this motion 
picture will punch with realism. 
And, it would be tailor-made to fit 
New York’s special problems,” said 
Mr. Miesegaes. 

“We believe.” he concluded, “that 
this motion picture will be an im- 


its effects on 


mediate deterrent to crime and 
awaken much needed public co- 
operation.” 


Visual Reply to Speeding Ticket 
Hits Front Pages in New York 

* Konstantin Kalser, president of 
Marathon TV Newsreel, got a ticket 
for speeding last month in Yonkers, 
N.Y. on the Saw Mill River Park- 
way. The Parkway, it should be ex- 
plained, has a 35 MPH speed limit. 
but its four lanes are regularly 
traveled by New York commuters 
at a standard 50 MPH. 

Next day, armed with a movie 
camera and with Mrs. Kalser at the 
wheel, Konnie Kalser photographed 
a trip to New York at the exact 
speed limit, pointing the camera 
towards the front window and keep- 
ing the speedometer in view. After 
blocking traflic for miles and shoot- 
ing not a few irate gestures from 
other drivers, Mr. Kalser put the 
developed film in a suitcase pro- 
jector and showed up in court. 

The judge witnessed Mr. Kalser’s 
“evidence” in his chambers after 
the court session, agreed that there 
might be injustice in the 
posted speed limits, congratulated 
Mr. Kalser on his efforts, but en- 
forced the law, nevertheless. with a 
small $5 fine. 


The story got front page treat- 


some 


ment in all New York papers next 
day. discussion of which has been 
voing on for over a month in “letters 
to the editors” columns. Mr. Kalset 
has been getting sympathetic letters 
from as far away as South Carolina 
and Vermont. 
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YOUR BUSINESS 


IS 


SARRA’S BUSINESS 


... because Sarra’s staff 
of experts, with a background 
of over 3,000 successful TV 
commercials, always tailormake 
your commercials to fit your 
needs... the needs of your firm, 
your industry, your customers, 
your audience... and Sarra 


always shoots to sell! 
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SARRA COMMERCIALS 
ARE NOW SELLING 
SUCH FAMOUS NAMES AS 


STOPETTE DEODORANT 
PABST “BLUE RIBBON” BEER 


THE GREAT ATLANTIC 
& PACIFIC TEA CO, 


LUX TOILET SOAP 
CHASE NATIONAL BANK 


AND MANY OTHERS 


SPECIALISTS IN VISUAL SELLING 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


TELEVISION COMMERCIALS + PHOTOGRAPHIC ILLUSTRATION 


MOTION PICTURES » SOUND SLIDE FILMS 
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| Vincent “Trainer say; 
| “Thank you for the wonderful mu- 
sic job for our film 11S A WONDER. 
FUL DAY. It is quite remarkable 
that a score of that kind could be 
created entirely from library tracks. 


“Our client was delighted — and 
loved the music. And so did we here 
at Florez.” 


FLOREZ, INC,, DETROIT 


corelli - jacobs 


FILM MUSIC Ince. 
1600 BROADWAY 


NEW YORK 19, N.Y. 


PILM MUSIC Ine. IUdson 6-6673 


What's New in A-V Equipment? 
* Your next issue of Business Screen will 


! feature the Audio-Visual Equipment 


Buyer's Guide section on current models of 

projectors and accessories. Free to regular 

| subscribers. $1.00 postpaid for extra copies 
ordered in advance of publication. 


— | 


IN THE NEWS OF BUSINESS FILMS 


cal of the Film Council of America and 
most outspoken about the lamentable American 
Film Assembly and the so-called Golden Reel 
Awards given earlier this year in Chicago. Now 
that announcements are out for the 1955 ver- 
sion of this event, to be held at the Waldorf in 
New York next April, we are taking a close 
second look at the bewildering array of fine type 
which sets forth the rules and regulations for 
this affair. 


jes PUBLICATION has been openly criti- 


These basic points should be noted before 
you contribute the $15 or $25 which must ac- 
company each film entry: 

1. Exactly who is going to judge the film 
you submit? While jurors cannot be directly 
identified with the film being viewed, the quali- 
fications for jury service are wide open to any- 
body who says they are qualified according to 


the broad definitions of interest or experience 
in the medium. 

What is it worth to have your film “honored” 
by self-appointed critics, cranks, shipping clerks 
and Greenwich Village literati? 

2. Hundreds of films are ostensibly to be 
screened in the 25 categories which mix every 
phase of the medium from Avant Garde art 
films to preschool pictures. 

3. Presuming that a thousand film people 
with time to waste during a working week hang 
around the Waldorf for four days, your valuable 
film will be tied up for at least four months 
during pre-festival screenings, etc. This means 
the loss of many bookings to directly concerned 
audiences for a third of a year and more. 

The Film Council of America draws its sup- 
port from the Fund for Adult Education of the 
Ford Foundation. Hiring Waldorf ballrooms, 
dance orchestras, publicity personnel and come- 
dians to attract New Yorkers’ attention to a 
conglomeration of unrelated 16mm screen at- 
tractions (which nobody yet knows justify any 
honors) is certainly a far cry from the laudable 
“grass-roots” mission which the late C. R. Reagan 
so nobly set forth for Film Councils some years 
ago. 

The medium which equipment makers and 
producers have perfected to bring these films to 
specific kinds of audiences in the most remote 
(CONTINUED ON PAGE TWENTY-EIGHT) 


Good Direction os. 


top performance from our players 


whether they be Hollywood's best, 


plant personnel or just plain folks 


doing what comes ‘“‘nacher’ly” 


DISTINGUISHED 
MOTION PICTURES 
FOR INDUSTRY 


AND TELEVISION 723 SEVENTH AVENUE + NEW YORK 19, N.Y. © PLAZA 7-8144_ 
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THE WORLD'S MOST COMPLETE ASSORTMENT 
OF PHOTOGRAPHIC EQUIPMENT FOR 


New PROFESSIONAL JUNIOR 
Adjustable wood BABY TRIPOD 


—for Prof. Jr. friction 
PACKAGED LIGHTING WITH 


COLOR-TRAN 


— studio lighting in a suitcase , 


and geared heads 


Has substantial shoe and spur 
“controlled 


action” 


SMALL GYRO 
TRIPOD 


Measures from floor to flange 


25” extended —17” 


Two speeds—siow and fast 
—for both panning and tilting. 
Helps you capture fine scenic views 
and fast-moving sports events. Espe- 
cially recommended for 16mm Mitchell, 


imagine being able to use two 5000 watt units 
on a 30 amp. fuse — COLOR-TRAN will do it! Senior Kit 


lémm Maurer, 8 & H Eyemo Kit contains 2 light heads, 2 Superior stands and $237 50 

and similar cameras. $600 proper size COLOR-TRAN converter to match. ’ 
Packed in compact cose. ort style 
Write for COLOR-TRAN Catalogue. kits available, 


Presto-«splicer 
GIVES PERMANENT SPLICE 
IN 10 SECONDS! 


ELECTRIC 
FOOTAGE TIMER 


STOP MOTION MOTOR 
FOR CINE KODAK SPECIAL 


Runs forward or reverse, 110 
AC synchronous motor with frame 
counter. May be run continuously 
or for single frames. Camera 
mounts without special tools. 


$450 


Also available — Stop Motion 
Motors for 16mm—35mm & H, 
Mitchell and other professional 
cameras, 


Dual model for both lémm 
and 35mm. tLarge white num- 
erals on biack background. Accu- 
rate reset dial. Switch controlled 
by operator, who selects either 
lémm operating at 36 feet per 
minute—or 35mm operating at 
90 feet per minute . . . of both 
in synchronization. $95 


Especially good for splicing magnetic 
film, Butt Weld type for non-perforated 


GRISWOLD 
HOT FILM SPLICER 


Model R-2 for 35mm silent and sound 
film. Precision construction makes i? easy 
fo get a clean, square splice with accur- 
ate hole spacing. Nothing to get out of 


or perforated film. 16mm, 35mm or orden, $65 


70mm. $547.80 


Also Bell & Howell 8mm, lémm and 


16mm or 35mm models— 35mm Hot Splicers and 8 & H Labera- 


*9.5mm Lenses in 16mm C mount. 18.5 (extreme wide angle-flat field) Lenses 
available in mounts for all 35mm Motion Picture Cameras. *PHOTO RE- 
SEARCH Color Temperature Meters. *Electric Footage Timers. *Neumade 
and Hollywood Film Company cutting room equipment. Griswold & B.&H. 
Hot Splicers. *DOLLIES * Bardwell-McAllister, Mole Richardson, Century and 
Colortran Lighting Equipment. Complete line of 16mm and 35mm Cameras. 


| 
7 
| 
F 
. 
| 
collapsed. 
$75 j 
| “Sas 
35mm $45 
for perforated film. tery model Foot Splicer. 
| 
EQuipme Nt (Oo. 
1600 BROADWAY SW YORK CITY 


a Quality 
« Precision 


Speed 


We are producing the best slide-film 
records in the business today, featur- 
ing ESI (Electronic Signal Inserter) 
for exact placement of automatic signal, 
and meeting your delivery schedules. 


6757 HOLLYWOOD BLVD. 


GEO. W. COLBURN LABORATORY INC. 


164 NORTH WACKER DRIVE CHICAGO 


TELEPHONE STATE 27316 


16mm 
SERVICES 


TRENDS IN BUSINESS FILMS: 


(CONTINUED FROM PAGE TWENTY-SIX) 


regions of this nation doesn’t belong to the Film 
Council of America. In fact it is getting harder 
every day to find anyone with experience and 
authority who does belong to or work for the 


FCA. 


General Electric Previews “Story of Light” 
as its Diamond Jubilee Film Contribution 
* Shimmering like a richly-hued jewel in the 
explosions of publicity bulbs signalling Light's 
Diamond Jubilee is a new 10-minute l6mm 
motion pict ure, The Story of Light, sponsored by 
the General Electric Company and previewed in 
late September. The public relations film is G.E.’s 
contribution to the 75th anniversary of the inven- 
tion of the first practical incandescent light. 

The film was scheduled for release October 1 
to theatres. It will also be available to schools 
and other groups from General Electric regional 
film libraries. 

Borrowing but a single passage from the Book 
of Genesis for its entire narration, The Story of 
Light is an example of how pictures and music 
can tell a powerful story with incredible speed, 
tell it poetically and vividly. 

Telling this story of man’s toiling to capture 
the elusive light which God has given him in 
diverse forms, G.E. enlisted the services of Joop 
Geesink and Transfilm, Incorporated. After ex- 
tensive research in the British Museum in Lon- 
don and the Rijks Museum in Amsterdam, the 
artists of Geesink Studios created  stringless 
puppets and dioramic scenes symbolizing man’s 
victories against darkness. 

This concentration of research, craft and 
imagination is executed with such brevity as to 
nearly decieve the viewer with its apparent sim- 
plicity. From the spoken words “And the Lord 
said let there be light.” the story travels with the 
speed of light-——-a series of brilliant, evident, 
yet mystical images with strangely animated 
little humanoid forms performing moments of 
discovery in cave, in tomb, in temple, in monastic 
cell, at happy banquet, in a room where Edison 
touches his wire. 

The story's finale is a modern flood of street 
and factory fluorescence and dazzling 20th cen- 
tury living room. Because of the excellence of 
these tableaus, Business SCREEN will review this 
short but exquisite film pictorially in the next 


Issue, 


BULL'S EYE EVERY TIME! 


Van praag productions 


1600 Broadwoy, New York 19, N.Y. © Plaza 7-2687 


PRODUCERS OF THEATRICAL, INDUSTRIAL AND TELEVISION FILMS 


Labor Unions Own Millions in Cash Assets 
as Membership Grows to Over 17 Million 
* Looking for a rich sponsor in real need of 
good communications among workers? Well, 
the United Mine Workers union has 398 million 
dollars in liquid assets, the Railroad Trainmen 
have $56 million, Firemen-Engineers over $35 
million and the A.F. of L. Teamsters have $30 
million in the bank. The Auto Workers (CIO) 
have $20 million but they collected another $22.4 
million last year among their 1,418,000 mem- 
bers. 

Recent estimates show more than 17 million 
members in unions, 14 million of whom are men. 
Union investments range from the AFL Car- 
penters’ sole ownership of the Adams Packing 
Co., to the Operative Potters investment of over 
$3 million of its cash assets in stocks during 
1953. The CIO Auto Workers had $15.9 million 
invested in U.S. bonds. 

These labor organizations are real solid busi- 
ness organizations. They face the same economic 
problems as the corporate employer, eat off the 
same table and have to answer to “shareholders” 
whose pension-retirement futures they hold in 
their hands. 

And some of them will be having golden an- 
niversaries before too long. The Life of Samuel 
Gompers would be an appropriate subject for 
the screen, some union leaders think. 

Meanwhile, hundreds of locals have been well- 
‘quipped with 16mm sound projectors for meet- 
ing use and reports from the field verify their 
regular use of free loan and rental films from 
industry as well as trade union sources. yy 


DESERVES | 


3 good package | 


A good production 
needn't suffer because of 
reel failure that causes 
distracting, annoying 
noises. And it can't 
happen when films 
are mounted on 
Compco reels and 
protected in Comp- 

co film cans. 


“The reels are made of the hardest, spring-type 

steel, They just can't bend out of shape. The 
cans are die-formed, rigid, and dent-resistant. 
Together, they make the perfect combination for 
film production packaging. 


Reels and cans available 
in all l6mm sizes 


CORPORATION 


2251 W. St. Pov! Ave., Chicago 47, I, 
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Top Business Men who know 
Say: 


Fairbanks 
Great 


HENRY A, 
WHITE 
PRESIDENT 
DOLE HAWAIIAN 
PINEAPPLE CO. 


“‘TREASURE ISLANDS”, the first of three films made for Dole Hawaiian 
Pineapple Co., is a perfect example of the ideal commercial movie. It’s doing: a superb 
sales and public relations job for Dole--Modern Talking Picture Service states it is ! 
of 3 movies most in demand by TV, schools, factories, churches, service clubs, fraternal! 
groups, unions and granges, reaching 8 people for the cost of 1 blank postal card. Only 
an experienced comgeny like Jerry Fairbanks Productions can make a film of this 
calibre and not interfere with your faztory or office operations, just as it did for Dole. 
And only experienced personnel like that of Fairbanks Productions, without a Johnny- 
come-lately in the entire company, can ASSURE you of a film as fine as “TREASURE 
ISLANDS” for your organization, because no other firm has the “‘know how”, the fa- 
cilities, the equipment, the knowledge of 


OF CALIFORNIA 


6052 SUNSET BOULEVARD + TEL. HO.tyvweon 2-1101 
HOLLYWOOD 28, CALIFORNIA 
520 NO. MICHIGAN AVE. + TEL. WHirenac. 4-0196 
CHICAGO, ILLINOIS 


THEATRICAL, COMMERCIAL AND TELEVISION MOTION PICTURES 
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28 film libraries strategically located 


Kansas City 5, Mo 
Los Angeles 7, Calif 


Oakland 9, Calif 
Omaha 2, Nebr 


Cleveland 14, 0 
Datias 1, Tex 


Atlanta 3, Ga 
Boston Mavs 


Buffalo 2, N Y Denver 9, Colo Memphis 7, Tenn Philadelphia 7, Pa 
Cedar Rapids, ta Detroit 1, Mich Milwaukee 3, Wisc Pittsburgh 22, Pa 
Charlotte 6, N C Harrisburg. Pa Minneapolis 2. Minn St. Louis 5, Mo. 
Chicago 11, Houston 2, Tex New Orleans 12, La Seattle 5, Wash 


Cincinnnt 2, 0 Indianapolis 4, Ind New York 20, N.Y Washington 5, 


Sponsored Film Distribution 
With Precision and Quality 


From start to finish—from controlled promotion to precise and useful 
reports—Modern Talking Picture Service provides quality and precision in 
the distribution of the sponsored film. 


The sponsored motion picture has a dimension that is unlike any other 
media—the viewer or listener must be inspired to ask for the sponsor’s mes- 
sage. Accordingly, in the preparation of promotional material, the interest 
of the audiences must be matched with the sponsor's objective. Campaigns 
must be planned to exert their efforts at the right time in the right amounts to 
the right audiences. Promotional controls must be employed to develop the 
volume interest needed for full and continuous activity of 500 prints or 
specialized interest in programs of 50 prints or less. 


Normal promotion effort includes catalogue mailings, special group 
picture promotions, single picture promotional fliers, window displays, se- 
lected advertising, user convention exhibits, and personal contact. . . a full 
and effective use of all promotional methods. 


To direct this promotion to the exact audiences specified by the sponsor 
we have classified all audiences within our files by type and interest; by 
geographical area, city size, and metropolitan markets. These audiences 
look to Modern as a reliable source of good sponsored films and are served 
by our regional film libraries strategically located in major cities. 


The accessibility of Modern film libraries is an advantage to film user and 
sponsor alike—the film user enjoys greater convenience and lower trans- 
portation costs—the sponsor can have his branch offices and dealers make 
greater use of the film and will benefit from more bookings per print through 
elimination of waste shipping time. 


An example of the efficiencies of the special processes we employ is our 
comprehensive installation of IBM tabulating equipment. This equipment 
permits precise control and supplies detailed analyses of the activity of each 
program. Advance notices of each booking, with extra copies for field and 
dealer tie-in, keeps the sponsor in daily contact with his program. Tabulated 
monthly circulation reports give attendance statistics in convenient form. 
Audience comment reports provide information for accurate appraisal of 
film acceptance and special market or audience studies furnish qualitative 
analysis of circulation. 


Modern is a capable organization of specialists whose knowledge and 
experience will help you toward the efficient and economical attainment 
of your film objectives. 


You can receive additional information about Modern’s 
services by phoning or writing any of the offices listed below. 


YORK: DETROIT: 956 


OS ANGELES: 617 
MAdise 
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Kentuckiana Announces Winners 


ILM FESTIVALS, both in the U.S. and 

abroad, have run their course for 1954 
and the numerous prints of popular l6mm 
films which served the juries are once again 
free to reach their intended audiences. 

Directly related to the regional interests 
of business men is the year’s final domestic 
event, the Third Kentuckiana Film Festival 
recently concluded at Louisville by the Ken- 
tucky Society of Training Directors. 60 
films were screened in just eight categories 
of interest to local business and community 
group leaders. Carefully prepared descrip- 
tive program literature was provided mem- 
bers of the audiences at the University of 
Louisville’ Speed School on September 22. 

All 1 Need is a Conference, produced for 
General Electric by Henry Strauss & Com- 
pany, Inc. was adjudged best of the Manage- 
ment Training films and also voted “Best 
in the Film Festival” by popular vote of the 
registrants, 

Out of This World, produced for E. 1. 
duPont de Nemours Company and Overcom- 
ing Objections, produced for the Dartnell 
Corporation, won top honors for The Jam 
Handy Organization in their respective cate- 
gories, Merchandising and Sales Training 
Films. 

The category of Economics Films showed 
a Caravel Films’ production for Cluett, Pea- 
body & Co., Inc. as the winner when Enter- 
prise, a 31-minute color film won that cita- 
tion. Escape from Limbo, Pennsylvania Rail- 
road safety film produced by Unifilms won 
top honors for Industrial & General Safety. 

Song of the Feathered Serpent, a P. Loril- 


lard Company (Old Gold) film produced by 
Alan Shilin was bes! among the Travel Films 
and Fine Cameras, Argus Cameras, Inc. film 
produced by Loucks & Norling Studios, was 
adjudged the best of the Arts & Crafts Films. 
The Whistle at Eaton Falls (see page 16) 
won top honors for producer Louis deRoche- 
mont in the final Industrial Relations Films 
category. 

L. H. Mitthehauser served as general chair- 
man of this Third Kentuckiana Film Festival 
with representatives of the Associated In- 
dustries of Kentucky, the University of 
Louisville, Citizens Fidelity Bank & Trust 
Co., Louisville Police Depariment, E. 1. du 
Pont, Kaufman-Straus Company, and the 
Commonwealth Life Insurance Company 
serving as sectional chairman. 

The Kentucky Society of Training Di- 
rectors performed a real service to business 
and the community in cataloging, obtaining 
and showing this representative selection of 
useful l6mm sound films. 


Vews-Briefs at Press-Time: 


* The Defense Department has two versions 
of a new motion picture on Soviet Russia’s 
objectives which were master-minded by 
George F. Kennan, expert on that country 
who was formerly in the State Department 
and now serves the Institute for Advanced 
Study in Princeton, N. J. 

*® Dick Coneway’s latest Humble Oil Com- 
pany production Football Highlights was 
the first print order using the new Eastman 
color reduction printing process at Consoli- 
dated Film Industries last month. bad’ 


Home and Film: A Survey 


HOSE WHO SELL home furnishing 

and building materials have benefited 
from the illuminating power of the screen 
media. Manufacturers, obbers, retailers and 
consumers are seeing the motion pictures 
and slidefilms discussed in detail on the fol- 
lowing pages of this current issue. The 
Meredith Publishing Company story repre- 
sents a promotional viewpoint with dual 
interest to retailers and home decorators; 
Customagic’s product demonstration films 
show the selling power of carefully-planned 
films for a comparatively small firm. 

The American Gas—Edison Electric Insti- 
tute packaged training program illustrates 
how integrated visual-printed materials can 
effectively help improve customer relations 


This Month's Cover: scenes include (top right) a view of the new Standard 


among appliance sales personnel. Consumer 
film experiences of American Gas and the 
Cotton Council are typical of other visual 
ventures serving this broad field. 

But the editors are keenly aware of im- 
mense gaps in this line. Television station 
directors tell us of their need for manufac- 
turer-sponsored films on which they can ob- 
tain local dealer cooperation: untold thou- 
sands of women’s group audiences available 
in both urban and rural areas via 16mm 
projection offer further evidence of unful- 
filled promotional opportunity for furniture, 
drapery, rug and accessory sponsors. Color 
is essential to this field—here is living color 
to build sales and improve America’s homes 
through the vibrant power of the screen. 


Oil of Indiana conference room (see next issue); other screening and produc- 
tion facilities and (lower left) the |!6mm arc setup for recent N.E.A. premiere. 
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Elements of the colorful slidefilm kit produced by Successful Farming. 


ABC’s for Home Planners 


Better Homes & Gardens’ Color Film on Home Decoration 
Stimulates Home Furnishing Interest over 3-Year Period 


*® Iv Is REASONABLE to suppose 
that those responsible for a well 
edited national magazine covering 
a specific interest field would be 
well able to make intelligent, pro- 
ductive use of the film medium to 
sustain and improve their publica. 
tion's position at circulation and ad- 
vertising levels. In the case of the 
magazine Better Homes & Gardens 
and its sister publication Successful 
Farming, this supposition proves 
correct. 

The promotion-service department 
heads of these monthly home-mak- 
ing magazines published by the 
Meredith Publishing Company, Des 
Moines, lowa, take full advantage 


of their authoritative knowledge of 
home subjects in the preparation of 
visual material treating of domestic 
beautification. They give their pro- 
motional talents full play in the dis- 
tribution of these materials. 
Although relative newcomers to 
audio-visual usage, with their first 
major effort in film sponsorship 
L951, the Meredith 


Publishing Company officials report 


dating from 
enthusiastically. 
First Released in 1951 

Their enthusiasm expresses a con- 
with their initial 
16mm sound and color motion 
ture, released in the fall of 1951 to 
promote Better Homes & Gardens, 
and a silent slidefilm sponsored for 
Successful Farming in 1952. Both 
of these thor- 
oughly exploited and are still going 
strong. 

The motion picture, The ABC's 
of Decorating Your Home, was pro- 
duced for Better Homes & Gardens 
by The Film Center, 
Princeton, under the super- 
magazine's 


linuing success 


visuals have been 


Princeton 

N.J., 
vision of the Home 
Planning Service. 

Two years in production, The 
{BC's of Decorating Your Home 
is a 30-minute Kodachrome fulfill- 
ment of its title, a clear-cut pictorial 


alphabet answering home deco- 


rating and furnishing problems, ex- 
plaining color choice, illustrating 
good furniture arrangement. Under 
such expert eyes as those of Flor- 
ence Byerly, Better Homes & Gar- 
dens’ home furnishings editor, care- 
fully furnished miniature interiors 
were made life size, camera-wise, to 
show before and after 
Drab rooms became attractive, en- 


contrasts. 


joyable rooms and the audience 
saw how this was done. 
Audiences Via Retailers 

Distribution sendoff of The ABC's 
of Decorating Your Home was 
through department and home fur- 
nishing stores which are members 
of the magazine’s Home Planning 
Center program. Thomas W. Tex- 
tor, manager of the Home Planning 
Service, estimates that more than 
500,000 people have seen this mo- 
tion picture. Besides stimulating 
home furnishing sales for stores 
where it has been shown, the film 
has been used by the publication's 
advertisers and by retail stores in 
sales training. 

Textor credits distribution results 
partly to the film’s low-plug content. 
While the “non-commercial” motif 
probably won wider 
among the cooperating merchants 


showings 


and more favorable reaction from 
audiences. the distribution effort 
was rigorously commercial 


Excellent Promotion Kit 


In a “Movie Promotion Kit” size- 
able enough to hold its own on any 
client’s conference table. the Mere- 
dith Publishing Company spread be- 
fore prospects an array of persua- 
sive guide material which in color 
and textual force match the editorial 
standard of the sponsor publica- 
tions. 

Designed for appropriation by 
the local stores participating in the 
distribution, each piece of this port- 
folio reflects the taste expected of 
professionals in the world of deco- 
ration. An excellent color blow-up 
of a segment from the film enriches 
a poster sheet. A color brochure 
virtually reproduces the film on 
smooth paper print, affords the 
viewer a decorator’s working out- 
line. A five-shade pastel indexing 
provides the local store with invi- 
tational letter, post card, news re- 
lease, news copy suggestions, tele- 
vision script, radio narrative, radio 
interview, promotion time-table. An 
illustrated, statistical leaflet and let- 
terpress mats complete kit “fur- 
nishings.” 

The full range of possible audi- 


Before and After: the living room at the left shows clutter and mixture of 


colors and patterns. Good decorating ideas simplify same room at right. 


recommended and the 
prospective users are reminded that 
this 30-minute film is “based on 
nearly 30 years of research by the 
magazine's editors in helping mil- 
lions of families solve their deco- 
rating problems.” 

The ABC’s of Decorating Your 
Home is still being used by stores 
as a special event “with much suc- 
cess.” It now is available to other 
organizations from Ideal Pictures 
at a service charge of $2.50. Full 
information on the film may be ob- 
tained by writing Better Homes & 
Gardens Home Planning Service. 
1716 Locust St.. Des Moines, lowa. 

Also Feature a Slidefilm 

Recipes for Color, released in 
September, 1952 to sell Successful 
Farming, is a 35mm slidefilm of 33 
frames. Running for 19 minutes, 
the film employs Ansco color to help 
home-makers plan “exciting new 


ences are 


color schemes” with one easy recipe. 
Here again, celluloid effort is mer- 
chandised with a chromatic book- 
let. A dozen of these come with the 
slidefilm and easy-to-read continuity 
script for the price of $3.95 per 
strip. (Successful Farming, Pro- 
motion, Meredith Publishing Com- 
pany, Des Moines. lowa.) 

More than 700 prints of Recipes 
for Color have been sold. This 
slidefilm, like the motion picture, 
was “capable of stimulating con- 
sumer interest in their homes to the 
point that the dealer appreciates.” 

Next on the Company schedule is 
a 35mm slidefilm, Make Yours a 
Well Dressed Home. This 
strip, now in production, is to be 
79 frames long. Both continuity 
script and recorded narration will 
be available. This film will depict 
decorating principles which can be 
applied by the average home-maker. 
It will be distributed from the Com- 
pany on or before December 1, 


1954. 
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FILM MERCHANDISING FEATURE OF THE MONTH 


Customagic Films Build Sales 


Economical in Cost, 


Short Product Demonstration Films 


Prove Worth in Results for Comfy Manufacturing Company 


Tt Is Nor News that almost all 

of the giant industries in the 

country believe in films firmly 
enough to invest millions of dollars 
in them, year after year. But there 
has been a dearth of statistics on 
what films have accomplished for 
smaller companies that must meas- 
ure advertising and sales promo- 
tion budgets a great deal more care- 
fully than the Motors, 


General Electrics and General Pe- 


General 


troleums. 
One such company, which has had 
a notable sales rise in the past year, 


of the film to train their own slip 
cover sales people. Visiting buyers 
were shown the picture in a small 
projection room Comfy installed in 
its New York headquarters. And 
within seven months, the product 
had caught fire 
fast that the company was hard put 
to keep up with demand and had 
to increase its production capacities 


sales increased so 


several times over, 

What caused this phenomena! 
sales record first of all, the 
product, Customagic. The new slip 
burned up all old 


was, 


cover notions 


Introducing "The Slip Cover Story of the Year" on Film 


is the Comfy Manufacturing Com- 
pany, makers of ready-made slip 
covers, 

Upon introducing a new line, 
called Customagic, last year, Comfy 
and its advertising agency, Freed- 
man and Leeds, felt that one of the 
quickest ways it could use to spread 
the news about the product, and to 
show its revolutionary features in 
actual demonstration was to equip 
each of the company’s 30 salesmen 
with a film. 

The resulting picture, a straight- 
forward, 12-minute, product demon- 
stration, called The Slip Cover Story 
of the Year, and produced by Dy- 
namic Films, Ine., was made on a 
very low budget, with no cinematic 
frills, but it did a job beyond all 
expectations. 

As Comfy salesmen hit the road. 
orders began to come in from big 
buyers asking for their own prints 
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about ready-mades, and provided 
real custom fitting with just four 
basic styles. It permitted 
which formerly had to handle doz- 
ens of styles, to stock “in depth” 
with more colors and patterns on the 
four Customagie styles. But even 
with the hot new product, Comfy 
still had to get it to market, and, 
as advertising manager, Albert I. 
Drosin, and agency account execu- 
tive, Jules Freedman, put it: “There 
was no way we could have reached 
buyers so quickly and so effectively 
as with this film.” 

But The Slip Cover Story of the 
Year was not the end of the story. 
With production geared up to the 
highest levels in the firm’s history, 
Comfy came back to Dynamic Films 
six months later to produce a point- 
film 


stores, 


of-sale demonstrating Custo- 
magic, and featuring actress Susann 


Shaw. This litthke 7 minute picture, 
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Visiting buyers were shown Comfy’'s film in this projection 
room at company's N.Y. headquarters. 


the home decoration 
approach, is being used in slip cover 
departments of hundreds of stores 


all over the country. 


based upon 


With the second film doing a big 
sales job directly to the consumer, 
Comfy determined to press its suc- 
cess with movies by making a docu- 
mented film report on how the prod- 
uct had taken a commanding lead 
in the ready-made slip cover field, 
and on what a representative sample 
of customers thought about it. This 
film, Report on Customagic, was shot 
Narrator Westbrook 
Van Voorhis queries a group of 
women individually on what they 
thought about the new slip covers. 


in Baltimore. 


Each was asked beforehand to say 
exactly what they felt, and no scripts 
or “suggested answers” were pro- 
vided. The result has a strong docu- 
mentary flavor; people seeing it will 
recognize customers in the film as 
being entirely authentic, One wo- 
man, asked whether she found the 
slip covers easy to install, replied 
that she didn’t know, but her hus- 
band had put them on—and if he 
could do it, anyone could, 

Comfy salesmen now have a print 
of each of the three films in their 
sales kits. And though none of the 
pictures cost anywhere near a “for- 
tune” the salesmen have found them 
to do the job better than any other 
pitch in their repertoires. 

During the past months, 
Dynamic has been shipping televi- 


two 


Company officials confer: 

(|. to r.) are J. Benjamin 
Katzner, v.p. in charge of pro 
duction for Comfy; Fred E. 
Katzner, Comfy president: 
Albert |. Drosin, sales pro- 
motion manager and Nathan 
Zucker, Dynamic Films’ 
executive. 


sion commercials and radio spot an- 
Comfy 
The filmed commercials, with sound, 
in lengths of two minutes, one min- 
ute, and 30 seconds each cost the 
local retail store just $6.40, $1.95 or 
$3.00 respectively, plus a 75¢ serv- 


nouncements to customers. 


ice charge for mounting and mailing 
the prints directly to the television 
station. Stores may use these com- 
mercials with audio-only store iden- 
tification at the above prices, or may 
have visual store logos prepared by 
Dynamic for $20 without sound, or 
$35 with sound. Comfy Manufactur- 
ing Company, of course, paid for the 
production cost of the TV and radio 
commercials, 

Comfy has recently prepared a 
special film for Sears Roebuck and 
Company, which sells Comfy slip 
covers under the name Adjusta-Fit. 
This film, based on The Slip Cover 
Story of the Year, the first film in 
the series, will demonstrate the sell- 
ing points of Adjusta-Fit for Sears 
retail sales people. 


The moral of the story, as Comfy, 
and dozens of other small and me- 
dium-sized companies have found, is 
that it take a 
budget to get into the film medium 


doesn't six-figure 
and stay in it for several seasons. 
The rewards are high for companies 
that recognize the adaptability of 
films to so many needs—-adaptability 
that no other media can meet, Vad 
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American Gas Association and Edison Electric Institute Combine to Say 


Packaged Training Benefits Customer Relations 


Five Sound Slidefilms and Printed Materials to Aid Utility Store Personnel 


"Seng AND ELECTRIC COMPANY su- 
pervisors who dream of a cus- 
tomer relations course professionally 
wired to their own industrial prob- 
lems now have available a satchel of 
audio and visually sparked training 
aids created with utility customer 
problems in mind by two of the top 
organizations in this field. 

The American Association 
and the Edison Electric Institute re- 
cently announced the completion of 
a Customer 


(Gas 


Relations Training 


Package designed under the techni- 


Courtesy wins friends, sales. 


eal guidance of a joint committee 
representing the two associations. 

The cooperative program which 
developed the training package re- 
sulted from a survey that reflected 
a need for customer relations indo« 
trination keyed specifically to the 
gas and electric industry, For three 
years experienced 


customer rela- 


Here's the complete AGA-EE! 


tions men who formed the joint 
committee applied themselves to 
mapping what they regard as a com- 
prehensive and complete course. 

Wilding Picture 
Productions, Inc., Chicago, at a cost 
of “well over $100,000,” the pack- 


age is a compact portable case hous- 


Produced by 


ing five sound slidefilms. a manual 
and 100 booklets. 


Running about 22 minutes, the 
sound slidefilms are scripted for five 
phases of customer relations train- 
ing. Sound recordings utilizing a 
large range of voices and musical 
effects occupy two sides of a 16- 
inch Visual 
follow the 


frames in the 


stimulants to 
slide- 


silent 


record. 
discussion sound 
film form of 
slide trailers. 

Sight-sound impact comes to the 
supervisor's assistance as the slide- 
films make job situations immedi- 
ately clear. Subjects and titles of 
the meeting-leader films include: 
principles of customer relations 


One Bad Apple; telephone inter- 
views Doing What Comes Un- 
naturally; ollice interviews When 


You're on Stage; field contacts 
Trouping the Show and correspond- 
ence Nobody Writes Letters Any- 
more, 

Customer relations principles are 
propounded in the illustrated two- 


color manual, planned to serve as 


"Trouping the Show” aives pointers on 


field contacts for personnel, 

a guide for supervisors. The manual 
is divided five ana- 
lysing basic tenets and detailing the 
four major groupings of customer 
Fach carries in- 
structions for conducting meetings 
on the subject covered therein. A 
bibliography of reference material 
completes the manual. 


into sections 


contacts. section 


Illustrated booklets for employees 
to keep after the meeting reiterate 
the subjects visualized in the slide- 
films and stressed in the manual. 
Twenty booklets on each of the five 
subjects are supplied with each kit. 
Additional booklets are available. 

The A.G.A.-E.E.1. training pack- 
age is being sold to utility com- 
panies for $295 per set. The cost 
is graduated downward for larger 
orders. Purchase order forms are 
provided at the headquarters of 
either sponsoring organization. 


‘Customer Relations Training Package’ with its kit of slidefilms, 
bound manual and 100 booklets for employee use, created by Wilding Picture Productions. 


Other AGA Film Services 
Gas Association Lends 
and Sponsors Films 


* Serving a large and diverse mem- 
bership, the American Gas Associa- 
tion has developed an audio-visual 
program on a cooperative basis. The 
core of this program is a lending 
library maintained by AGA through 
which the Association collects and 
distributes motion pictures and slide- 
films sponsored by individual utility 
companies. Supplementing the util- 
ity film loan arrangement, AGA co- 
operates with organizations in relat- 
ed fields—particularly those which 
promote home building and appli- 
ance activity. 

The American Association 
has sponsored the production of films 

the first was one on cooking in 
1940; the next, in 1945, pointed 
up the laboratory testing of gas 
ranges. A few slidefilms telling in- 
dustrial stories and featuring gas 
operated kitchens also have been 
sponsored. However, because of the 
cost of making individualized films 
for the entire industry, the Associa- 
tion has concentrated on the free 
loan library Though the 
films are gathered from individual 
companies and sometimes have local 
identification, the Association selects 
them for suitability to general audi- 
ences, 


Gas 


set-up. 


Film Guide in Preparation 

Just now, the Association is busy 
preparing a new directory describ- 
ing films available from its library. 
This directory will indicate films 
cleared for television. The utility 
films available 
from the American Gas Association’s 
Promotion bureau, 420 Lexington 
Ave., New York. 

Typical of the AGA’s outer-peri- 
meter cosponsorship is its current 
collaboration with the Woman's 
Home Companion (Crowell Collier 
Publishing Co.) and the National 
Association of Home Builders in the 
production of a new 1214-minute 
color motion picture, A Word to the 
Wives. 

The promotional film is fashioned 
around an all-gas_ kitchen-laundry 
appearing in an equipment article 
in the issue of the 
Woman’s Home Companion called 
“Room for Smoother Living.” The 
film is 


and slidefilms are 


September 


being shown nationally 
through various channels by the 
three cosponsors. The Companion is 
distributing building plans and color 
scheme information to builders as 


part of the film-article send-off. To 
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"A Word to the Wives” stars Mar- 
sha Hunt, shown above. 


further bolster distribution, the mag- 


azine is providing a_ discussion 
script. product literature, promotion- 
al photos and stills from the film, 
blow-ups and standup pieces. 

The American 


will offer film prints to gas utilities 


Gas Association 
to help them to persuade local build- 
ers to incorporate the all-gas kitchen 
in homes selling for $15,000 or more 

and for general public showings. 
The National Association of Home 
Suilders sponsored the picture as a 
public service on 315 television sta- 
tions concurrent with National 
Home Week in September and will 
screen it at other home shows during 
the year. NAHB will give the film 
distribution through its own 225 
chapters. 

Comedy With a Point 

A Word to the Wives is a saucy 
neighbor comedy starring Marsha 
Hunt as a happy housewife who 
nudges a friend into domestic joy 
by convineing her that a_ better 
kitchen will free her from irritating 
drudgery. The all-gas Republic Steel 
kitchen featured in the film 
designed for builders by George 
Cooper Associates in cooperation 
with Bernice Strawn, Companion 
home equipment editor. 

This “Room for Smoother Living” 
is a four-purpose room 


was 


combining 
kitchen, laundry, dinette and utility. 
Partitions set at angles separate 
these facilities and the smoothly fin- 
ished kitchen seems a compact house 
in itself. Work saving devices in- 
clude a built-in gas range, gas water 
heater and incinerator, gas refriger- 
ator. automatic under-counter dish- 
washer, clothes washer and dryer. 
Intended for Homemakers 
The sponsors have made the film 
available in 35mm and 1l6mm— 
Eastman color or black and white. 
Users are advised to show the film 
to home economics classes, lectures, 
meetings, social gatherings, club and 
church functions—“wherever home- 
makers gather.” The film may be ob- 
tained from local gas companies, the 
Home Builders’ Association or from 
the New Freedom Gas Kitchen and 
Laundry Bureau, AGA, at the New 
York address, 420 Lexington. 
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| Frank Robertson Markets System Via the Screen: ’ 


Film Tells the Flexabilt Story 


Expandable Family Home Visualized for Builders and Buyers 


| 


— THE NATIONAL housing 


shortage is far from being 
ended, consumer dollars are more 
cautious than they were in the late 
10's when the frantic search for 
living quarters often precipitated 
shortsighted, buying and 
renting. Today, builders are adjust- 


costly 


ing to an increasingly competitive 
market 
ing and promotional means to meet 
a more temperate public. 


using every merchandis- 


25 Years of Planning 


One of the builders who is meet- 
ing this new market with product 
and promotional wisdom is Frank 
Robertson of San Antonio, Texas, 
originator of an architectural prod- 
igy the Flexabilt Home. 
Robertson’s Flexabilt structure 


called 


stands appealingly across the pres- 
ent day home seeker’s path not as 
another crisis-born newfangle but 
as the crystalization of Robertson's 
25 years of musing about home 
building as it related to family liv- 
ing. 

Measuring the changing require- 
ments noted in his own family’s 
life against the unbendable dimen- 
sions of many conventional houses, 
and against the uncertain costs of 
types designed for “addition” ex- 
pansion, Robertson planned a struc- 
tural system that would adapt to 
the varying needs of average in- 
This home would 
erow with the family and later 
could be simplified as the children 


come dwellers. 


left home to begin new families. 
It could conveniently accomodate 
in-laws or conform to a rental emer- 


gency. 
Pilot Units in Texas 

In 1953, Robertson completed five 
models of his Flexabilt home in San 
Antonio and studied the application 
of these pilot units to actual family 
life. Vindication and improvements 
gained from this test period has 
resulted in Robertson’s decision to 
market his system through other 
builders in the nation. 

Doing missionary work for the 
Flexabilt Home is a 15-minute color 
motion picture called Frank Robert- 


son — Builder. This 16mm _ sound 
film produced with the assistance 
the Southwest Research Insti- 


tute, presents the philosophy behind 
the idea of one house serving the 
changing family needs throughout 
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the mechanics which 
make the design practical, and the 
power of architectural design over 


lifetime, 


a series of basic plans. 
Visualized is a which 


mobile wall sections can be maneu- 


house in 


vered into 72 different arrangements 

remapping a master floor plan 
of 1250 square feet to suit the re- 
quirements and living habits of the 
family. The Flexabilt Home can be 
arranged as a two-bedroom, a three- 
bedroom, a four-bedroom house, a 
studio apartment, a five room house. 
Only the basic outline of the house, 
the kitchen area and twin bathrooms 
fixed. The mobile 
move on castors, screw jacks lower 


remain walls 
wher- 
ever the family life cycle dictates. 
The five models constructed by Rob. 


the baseboard into place 


ertson illustrate a choice of styles 
and materials. 


A number of business firms have 
shown Robertson's film to special 
groups; it has the 
classrooms of architectural engineer- 
ing schools throughout the coun- 
try. 

Frank Robertson Builder is 
available from the builder at 1423 
Majestic Building, San Antonio, 
Texas. Six prints are available. The 
borrower pays only the return trans: 


been used in 


portation charges, 


Cotton Council on the Screen 


Four of Eleven Current Pictures Feature Home-Making Themes 


OFTEN films 


directed at 

home makers are supplied by 
business and industrial groups en- 
gaged in a field only partially con- 
cerned with home furnishing prod- 
ucts. A case in point is the National 
Cotton Council of America which 
maintains a film program of gener- 


behalf of 


cotton producers, ginners, crushers, 


al consumer interest’ on 
warehousemen, merchants, spinners. 
All motion pictures are aimed at 
the consumer to promote the sale 
of cotton and cottonseed products. 

Cotton products — as dramatized 
in the Council-sponsored films range 
from farm feed bags to fashionable 
dresses. Yet a substantial part of 
cotton produce goes into fabrics 
which make the home clean and 
comfortable. In 1948, the Council 
began sponsoring the production 
of motion pictures for general in- 
dustry distribution, including in its 
subject coverage films on cotton 
products used in home furnishing. 

Of 11 films currently available 
on a free loan basis for general 
showings and television, four have 
distinct home making themes, One- 
Third of Your Life, a 13-minute 
black and white sound film featur- 
ing a cast of New York stage and 
tv pros, explains short-cuts in bed- 


making and laundering and care of 
bed sheets; Something New Under 
the Sun, a 7-minute black and white 
print shows new cotton canvas fash- 
ions for the wardrobe and home. 

Two other films, //amburgers De- 
luxe with Gourmet Spread and Let's 
Make Spaghetti Plus, get across 
tablecloth ideas while teaching good 
meal recipes. 

Recently the Cotton Council 
created a new “Audio Visuals Sec- 
tion,” directed by Ford L. Boyd. 
Operating as part of the Public 
Relations Division, the a-v section 
now is set-up to produce eight or 
ten films a year. The Council does 
its own filming and sound work and 
sends its laboratory work to out- 
side companies, Since the inception 
of the new section, 1,284 films have 
been booked with television stations 
from coast to coast. 

The Council contacts the tv sta- 
tions by direct mail, offering the 
film for screening. Listings in a 
limited number of film guides is 
the only other form of film adver- 
tising used by the Council at pre- 
sent. 

lor additional information on the 
Council's films, users may contact 
the group at Post office Box 18, 
Memphis 1, Tenn. a 


35 


> 
5 ) 
> 
} 
‘ 
| 
| 
F 
i 4 


The New Look in Defense 


“The Atom Goes to Sea’’ as General Electric Film Shows 
Principles of World’s First Atom-Powered Submarines 


NFORMING AMERICA’S CITI- ican people who see this picture. 


zens about the progress be- In live action scenes from the 
ing made in construction of the Knolls Atomic Power Laboratory 
atomic power plant and principles and the West Milton, N. Y. test re- 
of the world’s first atom-powered actor site, the film provides a prog- 
submersibles is the objective of this ress report on an unfinished project. 
new General Electric Company mo- — This is the story of USSN-575, the 
tion picture The Atom Goes to Sea. submarine Sea Wolf, sister ship to 

In this motion picture on a vital the Nautilus now with the fleet. 
area of our national defense, Gk The 12-minute film, produced by 
answers some fundamental questions John Sutherland Productions with 
about applied atomic energy: skill and clarity of exposition, is 
“What's so difficult about building part of GE's Excursions in Science 
an atomic engine?” “Why did they series. Following 35mm_ theatrical 
choose a sub?” How does an atom showings, 16mm sound prints are 
sub work?” Though America’s ene- now available for free loan through 
mies will learn no secrets about the the company’s regional film libraries 
project, The Atom Goes to Sea is in 18 principal cities where GE 
an encouraging answer to the Amer- house branches are located. Va’ 


> 


Nuclear propulsion is accomplished by heat from Safely outside this steel and concrete lined vault In the Radioactive Materials Laboratory, KAPL 
the reactor which furnishes steam to drive tur at KAPL, operator deftly manipulates mechanical technicians prepare to test irradiated machine 
bines which turn propellors through reduction hand holding machine part being tested for ra- parts in a remote handling vault, far removed 


gears. Scene in ‘The Atom Goes to Sea. diation effects. 


from other personnel at the lab. 


A great engineering achievement was the fitting 
of the normally bulky atomic power plant into 
a compactly-designed submarine. 


A hasty script conference at the Knolls Atomic Power Lab- 
oratory during filming of "The Atom Goes to Sea.’ 
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Saga of the Viking Rocket 


Martin Aircraft of Baltimore Documents the Progress 
of Upper Air Rocket Flight in ‘‘Horizon Unlimited”’ 


CAMERA SUBJECT 


roa red 


which 
past 1.300 
miles an hour while it traveled sky- 
ward for 158 miles is the star of a 
new 


lenses at 


documentary motion picture 
made by Martin Aircraft of Balti- 
more. 

To tell the story of Viking rockets 
on l6mm. color film, Martin camera 
crews lived intimately with the giant 
rockets for nearly six months. Titled 
Horizon Unlimited, the 20-minute 
16mm. sound film was produced by 
Martin’s information 
tion and was supervised by Joseph 
M. Rowland, manager of the sec- 
tion. 


services sec- 


Soon to be available for public 
showing, Horizon Unlimited, traces 
the history of rocket flight, begin- 
ning with the destructive employ- 
ment of rockets by Nazi Germany 
against England during World War 
II. 

A veteran of nearly a decade of 
rocket design, test and manufacture, 
the Martin Company won a Navy 
contract to create and launch upper 
air research vehicles. One Viking 
soared to a world’s record for single 
stage rockets, 158 miles above the 
New Mexican desert. 

Behind the record lay a story 
thrilling enough to rival science 
fiction and graphic enough to out- 
shine television’s imaginary space 
probers. Producer Rowland, who 
also compiled a major portion of the 
script data, assigned staff writer- 
director Donn Hale Munson to write 
the shooting script and narration. 

The writer and Martin’s senior 
cameraman, Lee T. Dougherty, fol- 
lowed the Viking from its manufac- 
ture to the sweltering New Mexico 
desert at the Army’s White Sands 
Proving Ground near Las Cruces. 
Here they encountered the first of a 
series of technical obstacles. 

“The object of the Viking was to 


explore the upper atmosphere, not 
be the documentary 
movie,” they reported. “We couldn't 
interfere with the serious scientific 
work _ that underway. We 
couldn't ask for rehearsals, retakes 
or angle changes. Yet we couldn't 
be satisfied with newsreel shots.” 


star of a 


was 


To capture on film the intense 
preflight engineering work on the 
15-foot, and one-half’ ton 
rocket, Dougherty had to work at 
extreme high speed, keep out of the 
way of busy scientists and roll his 
cameras under the worst conditions 

dust 


seven 


storms and temperatures 
which soared to 11 1-degrees. 

Close-ups and interiors were 
equally difficult. Dougherty had to 
work in cramped quarters of the 
firing center, a cement blockhouse 
about 250 yards from the rocket’s 
launching stand. To film the actual 
firing, Dougherty stationed himself 
atop a steel tower close to the rocket. 
Other observers watched the Viking 
roar aloft from the safety of the 
blockhouse. 

Returning with about 3,000 feet 
of Eastman color film, Munson and 
Dougherty made the preliminary 
cuts. Laboratory processing was 
done by Byron Motion Pictures of 
Washington. Holger Kjeldsen, a By- 
ron editor, made the final cut. 


Horizon Unlimited was subject to 
Defense Department security review 
scrutiny. Made in two parts, each a 
complete story in itself, one half is 
for public consumption and the 
other for official use. 

The film, made in cooperation 
with the Navy, Johns Hopkins Ap- 
plied Physics Laboratory and the 
Naval Research Laboratory, is nar- 
rated by Charles Fuller of Washing- 
ton. The unclassified portion is to 
be available for free public show- 
ings. including television. Ya 


Guided Missile Industry Contracts Total Billion 


ITH MORE than 40 large U.S. 
industrial and scientific con- 
cerns either producing or develop- 
ing guided missiles, the Aircraft 
Industries Association reported more 
than $1,000,000,000 in unfilled or- 
ders of this type earlier in the year. 
Since that date a number of addi- 
tional contracts have boosted the 
total backlog considerably. 
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For the fiscal year 1955, the de- 
fense department requested an ad- 
ditional billion dollars for this type 
of weapon and Congress acceded. 
In addition to the Martin program. 
such companies as Douglas, Lock 
heed and Western Electric are ex- 
tensively engaged in making the 
“Nike” for anti-aircraft defense, a 
high-priority program. I 


The Viking blasts off at White Sands Proving Grounds on its way to a new 
world altitude record at 4,000 miles per hour. 


Erecting the giant Viking in readi 


Launching scaffolds hold the rocket 
ness for firing. 


until all is ready. 


Closeup shot of Viking occupies 


mec hanism 
Martin Aircraft personnel above. 


Final check of delicate 
just before the takeoff. 
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Sponsor: The Ralston Purina Com- 
pany. 

_ Tithe: The Rumen Story, 25 min., 
Kodachrome; produced by The 
Jam Handy Organization. 


* Since inside information is the 
kind that tells the vital story, labora- 
tory 
pionage agents, will go to startling 


researchers, no less than es- 
lengths to get it. No researchers are 
more diligent and inventive than 
those who study the inner workings 
of animals. 

The Ralston Purina 
stock feed and poultry feed manu- 
facturer, has for years charged its 
lab staff with conducting experi- 


Company, 


ments to learn and improve the di- 
gestive processes of domestic ani- 
mals, 

Heeding the alarum of goverr- 
ment planners and economists that 
population increases may climb to 
an additional 24 million by 1965, 
the Company is pressing its search 
into the nutritional interior, Puri. 
na’s probers are convineed that lo 
produce the meat, milk and wool 
in quantity and quality necessary 
to the 
animals must be fed as well as bred 
to perfection, 

How research puts more and bet- 


nation’s survival, domestic 


ter meat on the bones of cattle and 
sheep is shown in The Rumen Story. 
Ruminants 
have four stomachs which 


cud-chewing, split-hoof 
brutes 
enable them to digest such rough- 


Scientific Look into 


Case Histories 
of Current 
Film Programs: 


(Left) In ''The Rumen Story” Ralston 
Purina clarifies modern research on 
better feeding of livestock. 


Animal Nutrition 


ages as hay, grass and fodder. In 
the new meal-motion study film, the 
audiences see the ruminant digestive 
processes as they take place inside 
the stomach of a living, healthy ani- 
mal, 

Select bacteria in the rumen or 
first stomach “pre-digest” feed to 
prepare it for complete digestion in 
the fourth stomach. Revelation of 
this breathing food factory system 
from the moment animal swallows 
feed was expedited by an artificial 
fistula (opening ) in the side of the 
rumen accomplished by veterinary 
surgeons. 

Trained through window-like 
aperture cut the flank of a 
living animal, the camera records 


into 


the digestive action as it occurs. 
From information gleaned during 
internal delvings and other experi- 
their 
nutritional principles and practices. 
It has been shown that the quality 
of roughages varies across the na- 
have 
veloped supplementary nutrients to 


ments, researchers establish 


tion. Purina’s scientists de- 


standardize animal diets. New feed 


combinations concocted to 


are 
heighten bacterial action the 
rumen’s battering of grains and 
roughage. 


Of practical interest to cattlemen, 
dairymen and students of ruminant 
The Rumen Story is 
available on loan through the Ral- 
ston Purina Company, Public Rela- 
tions Department. 


The Critical Problem of Inadequate Roads 


Sponsor: New York Good Roads 
Association. 

Title: Highway Robbery, 15 min., 
b/w, produced by 
Productions, Ine. 


Information 


* The New York Good Roads Asso- 
ciation is a public service organiza- 
tion supported by business, labor 
and the general public and has the 
purpose of urging the various state 
governmental agencies to build and 


38 


maintain good roads and to encour- 


age citizens to support road im- 
provement legislation. More than a 
lobbying group for truckers, road 
builders and the labor unions whose 
members work at road construction 
(all of which provide considerable 
financial support to the Association) 
the Good Roads Association is con- 
farm- 
through- 


out the state, and its aims are for 


trolled by prominent citizens 
ers, bankers, lawyers, ete. 


the benefit of the average road- 
bound York Stater. 
As a part of the Association's 


behalf of the State's 
road using citizens, ie. everybody, a 


activities on 


new film has been prepared to show 
how important the state’s highways 
and by-ways are to everyone's well- 
being. It points out that on some 
crowded and typical roads, the cater- 
pillar-like, stop and go traflic costs 
a driver three times as much for 
gas, brakes and tires as good roads 
him in taxes. In 
effect, bad, crowded, unsafe roads 


would have cost 


rob the citizen - trucker and house- 
wife, driver and non-driver - millions 
of dollars a year. 

The film makes a telling and in- 
teresting 


indictment bad 


highways which still plague much 


against 


of the nation. Although it was pre- 
pared for service in New York State, 
no identifyable locales are evident, 
and the Association would like to 
share its efforts with other state or 
national organizations dedicated to 
the improvement of our roads. Ar- 
rangements can be made to sponsor 
the film out-of-state on a local or 
national basis. 

Highway Robbery is available 
from New York State Good Roads 
Association, 116 Washington Av- 
enue, Albany 1, N.Y. 

* It is sad to note that Highway 
Robbery was the last film narration 
of Don Hollenbeck who died early 
this His usually 
serious, never pompous, had lent 
dignity and stature to such films. & 


summer. voice, 


Pointing Up Those Anti-Freeze Profits 


Sponsor: Commercial Solvents Cor- 
poration. 

Title: Moving Targets, 21 
min, color, produced by Dynamic 
Films, Ine. 

* Commercial Solvents Corpora- 


Your 


tion, one of the larger producers of 
solvents, agricultural chemicals and 


Adding up the sales results. 


recent 
years, been diversifying its line of 
products through research and de- 
velopment to provide a more stable 
market with big growth potentiali- 
ties. 


pharmaceuticals, has, in 


One line the company has been 
stressing is its automotive special- 
ties headed by Peak and Nor'’way 
brand anti-freeze products. Pushing 
hard in a field that has long been 
dominated by Union Carbide and 
duPont, CSC has upped its ad bud- 
get and embarked on a strong sales 
promotion campaign to capture a 
bigger share of the market. 

Part of CSC's sales plans for 
this fall is the new movie, Your 
Voving Targets, which demonstrates 
how a profitable anti-freeze busi- 
ness can be built up by overcoming 
some typical bugaboos of the trade: 
the last minute rush before the first 


BUSINESS 


freeze, cut-rate competition from 


discount houses and the re-use, year 
after year, of anti-freeze. (CSC says 


it fouls up your engine.) The film 
utilizes the story of a young ser- 


vice station operator just going into 
business and shows the problems 
he encounters in his 
‘sales. 


anti-freeze 


Paul R. Smith, general manager 
of CSC’s Automotive Specialties De- 
partment, said at the premiere held 
in New York early last month that 
the film was being made available 
to students in training for the auto- 
motive service industry because (1) 
it shows how high quality anti- 
freeze, a profit leader for enterpris- 
ing service stations and garages, is 
properly made, installed and_ ser- 
viced, and (2) it provides service 
station owners and operators with 
useful ideas on sales promotion, 
customer relations and problems 
insofar as anti-freeze is concerned. 

According to William Adamson, 
field sales manager for Peak and 
Norway, the film has been com- 
pleted in time to be of value to 
anti-freeze retailers for the 1954-55 
season. Among other key points 
which the film makes, Adamson 
said, is the effective use of display, 
mail and word-of-mouth sales pro- 
motion to encourage a healthy and 
profitable anti-freeze business. 

The script of the film was writ- 
ten by John James of Fuller & 
Smith & Ross, advertising agency 
which supervised the production. 
Director was Lee Bobker of Dy- 
namic Films. 

Your Moving Targets is availa- 


ble to automotive trade schools, 
dealer groups and trade associa- 
tions from Commercial Solvents 


Corp., 260 Madison Ave., N.Y. C. 
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Radar Control for Traffic Signals 


Sponsor: Traffic Control Division, 
Eastern Industries, Ine. 


Title: Radar Traffic Control, 10 
min, b/w, produced by Robert 
Yarnall Richie Productions, Inc. 


* This little picture was produced 
to show the fascinating features of 
a new kind of traffic light. Operated 
by radar impulses reflected from 
oncoming cars, the gadget figures 
out which street at a crossroads has 
the most traffic and arranges its 
control signals second by second 


to speed the flow of traffic with 
the least delay possible. 

Only a few of the traflic con- 
trols have installed to date 
but they figure in trafic manage- 
ment’s plan for the future. They 
are said to be more efficient by far 
than the old-style treadle operated 
automatic signals and are cheaper 
to install. 

Radar Traffic Control is availa- 
ble to traffic management groups, 
city engineers, police departments, 
etc, from Eastern Industries, Inc., 
Regent St., East Norwalk, Conn. & 


been 


F-M Explains the Opposed Piston Diesel 


* Since the switch to Diesel en- 
gines, America’s gigantic railroad 
system has faced two new problems 
in conversion. One was the need for 
an engine that would make the most 
efficient use of Diesel energy and 
conform to the long established 
functional standards which govern 
rail travel. The other was the neces- 
sity of familiarizing engineers and 
other workers with the new equip- 
ment. 

The Railroad Division of Fair- 
banks, Morse & Co., Chicago, re- 
cently set out to solve both problems 
with the release of Opposed Piston 
Horsepower, a 20-minute color and 
sound motion picture explaining the 
firm’s opposed piston Diesel engine. 

Introduced at a press luncheon in 
Chicago’s Union League Club, Op- 
posed Piston Horsepower was speci- 
fically described as a “nuts and 
bolts” film by the men who super- 
vised and directed the picture. It is 
that—aimed directly at railroad in- 
structional classes and groups in- 
terested in Diesel power. 


But as an introductory chapter it 
shouldn't be hard for trainee audi- 
ences to take. True-to-metal color, 
an energetic little score and Ken 
Nordine’s fresh narration make the 
factual script travel fast. 

Shown are the raw materials, pre- 
cision manufacture, installation on 
a locomotive and use of the O-P 
engine in rail service. Demonstrat- 
ing the opposed piston principle is 
a full-sized sectional model of the 
Fairbanks-Morse engine. Operation- 
al details are shown in closeup 
action and the engine’s lightness and 
compactness is dramatized as the 
sleek unit is hoisted into place. 

Scripting and supervising the film 
for the was George 5S. 
Cohan, sales engineer. Producer-di- 
rector was Jack Lieb of Producers 
Film Studios, Chicago, who shot the 
picture on Eastman Commercial. 

Besides sponsor distribution 
through railroad systems, the film 
now is available from Modern Talk- 
ing Picture Service, 140 E. Ontario 
Street, Chicago 11, Ill. Ge 


sponsor 


An F-M opposed piston diesel plant swings into action. 
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Edison directs work on first incandescent lamp in ''The Eager Minds’. 


Light’s Diamond Jubilee Story 


Sponsor: Light’s Diamond Jubilee 
Committee. 

Title: The Eager Minds, 27 min, 
color, produced by RKO Pathe, 
Inc, 

* On the 21st of October, 1879, 

Thomas Edison succeeded in finally 

making an incandescent lamp glow 

for 40 hours. In commemoration of 
this historic event, over 300 of the 
nation’s utilities and electrical sup- 
ply companies have formed Light's 

Diamond Jubilee Committee and 

plan celebrations of the 75th anni- 

versary of Edison's invention in 
some 1200 cities and towns this fall. 
An important phase of these activ- 


ities will be a new film, The Eager 
Vinds, which presents both the past 
achievements and the future promise 
of electrical living in terms of the 
individuals who have made and will 
make contributions to it. Starting 
with Edison’s first electric lamp, it 
follows through to such develop- 
ments as the solar battery announced 
by Bell Labs only a few months ago. 
N. W. Ayer & Son, agency for the 
Committee, was in general charge 
of the production. 

The Eager Minds is available from 
Light’s Diamond Jubilee Committee, 
2650 Graybar Bldg., 420 Lexington 
Avenue, New York City 17. Wy: 


Team Nursing: a New Hospital Concept 


* Six Steps to Team Nursing, a 
slidefilm just released by Johnson & 
Johnson, is the second in a series 
being produced by Henry Strauss 
and Co., Inc. for J & J and de- 
signed to explain the “what”, “why” 


and “how” of a newly developed 
concept of hospital work. Like its 
predecessor, Team Relationships in 
Nursing Care, it is based on the 
widely heralded book, Organization 
and Functioning of the Nursing 
Team, by Eleanor C. Lamberston, 
R.N., A.M. 

The technique of team nursing 
was conceived to provide more ef- 
ficient, more patient-centered  ser- 
vice than was previously possible 
under existing hospital set-ups. Bas- 
ically, it is a system under which 


four different types of nurses 
student, practical, registered and 
nurses aid—-may combine their 


individual skills so that the special 
capabilities of each may be used to 


the maximum. An effective approach 
to the problem of integrating the 
service of professional and non-pro- 
personnel, it 
framework in which all four types 
of nurses can cooperate for the 
increased well-being of the patient 
and his family. 

Where the first film explained 
the philosophy and advantages of 
the new technique, Six Steps gets 


fessional creates a 


down to practical facts and outlines 
simply detail 
the procedures needed to weld to- 


but in considerable 
gether the nursing team. Keeping 
the operating problems of the aver- 
age hospital firmly in 
sketches a step-by-step procedure for 
making team nursing work, 


Six Steps to Team Nursing was 
previewed recently at the National 
Convention of the American Nurses 
Association. /t is available to hospi- 
tal, medical and nurses groups from 
Johnson & Johnson, New 


wick, New Jersey. 


Bruns- 
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CASE HISTORIES OF FOU 


R SPONSORED PICTURES 


New York Reports to the People 


Sponsor: New York State Depart- 
ment of Commerce. 

Title: This 1s Your State, 144% min 
(TV and nonthea.), 10 min, 
(theatrical), b/w, produced by 
Information Productions, Ine. 

* Every few York 

State’s Department of Commerce 

takes a good look at thie way things 


years, New 


are going in the Empire State and 
issues a progress report in the form 


f New 


Better traffic contro! is phase 
York State's efforts for its 


itizens 


of a film documenting the state's 
many natural and man-made advan- 
tages. With 1954 being the year 
citizens will go to the polls, the De- 
partment of Commerce may well 
have felt this was an appropriate 
time to show the people what they 


may be influencing by their votes 
this fall. 

While Messrs. Harriman and 
Roosevelt are bemoaning a serious 
situation, the film 
boasts of lesser proportion of un- 
employment than ever. It ticks off 


unemployment 


other accomplishments the state has 
performed in recent past years: an 
efficient civil defense, state rent con- 
trol, slum eradication, a labor medi- 
board. It states that New 
Yorkers are not only the best paid 
workers in the country, but they 
took less time off for strikes than 
any other industrial state. 


ation 


New York, the picture shows, 
was the first state with a fair em- 
ployment act to prevent discrim- 
hiring. It 
better schools and better roads than 


ination in is building 


ever before. 
If New 


away 


York 


from screenings of This Is 


audiences come 
Your State feeling that their govern- 
ment is pretty well managed, it is 
just what the Commerce Depart- 
ment would like. 

The film was produced by Thomas 
H. Wolf, directed by Rene Bras, 
and written by Newton E. Meltzer. 

New York groups or TV stations 
who would like to see the film can 
write to the New York State De- 
partment of Commerce, Albany, 


N.Y, 


“The Big Lift’’ by Servants of Industry 


Sponsor: Baldwin-Lima-Hamilton 
Corporation, Construction Equip- 
ment Division. 


Tithe: The Big Lift, 28 min., Lomm 
sound, color, produced by Austin 
Productions, Inc. 


*® When monster-jawed shovels 
and lank, methodical cranes hoist 
their loads, they are doing heavier 
duty than the weight in hand. They 
are toting sizeable chunks of the 
nation’s industry, hauling upward 
the economic level of American life. 

So the Construction Equipment 
Division of Baldwin-Lima-Hamilton 
Corporation has it figured in The 
Big Lift. 

That a population of casual side- 
walk superintendents may appre- 
ciate how B-L-H shovels, cranes and 
draglines give industry a “big lift,” 


® Other case histories of sponsored 
films on pages 38, 3Y and in the 
Picture Parade on page 44, 


Ww 


the film moves through the muscular 
phases of four. main facets of 
industry. 

Dramatizing the theme is a fa- 
ther draglined by his son into 
speaking at a school “Career Day” 
program, 

Pop happens to be a Lima execu- 
tive. Musing on the services of his 
company, he brings the four areas 
wherein B-L-H equipment operates 
photographically to mind: mining, 
lumbering, construction and indus- 
trial organizations. 

Leaping to diverse digging, heav- 
ing and hauiing chores in Califor- 
nia, Oregon, Massachusetts, Louisi- 
ana and Florida, The Big Lift 
bears out the sponsor's promotional 
contention, These lifters make many 
large enterprises possible. The large 
enterprises make many jobs and 
markets possible, 

The Big Lift is available on free 
loan from the sponsor at Lima, 


Ohio. 


“Heads Up for Beauty’”’ With a Toni 


Sponsor: The Toni Company. 

Title: Heads Up For Beauty, 25 
min, color, produced by Cascade 
Pictures of California, Ine. 


* This new film has been prepared 
for use during the coming school 
year to expose the big 
market 


teen-age 
five million high school 
and college girls to Toni’s lessons 
of good grooming. 

However. according to the com- 
pany’s rosy plans, it is expected 
that 12 million people will see it 
in the next 12 months. Toni Com- 
pany president R. N. W. Harris 
breaks this down as follows: 20.- 
000 home economics teachers, 15.- 
000 4-H instructors, Girl Scout lead- 
ers and YWCA counselors will show 
the film to three million teen-age 
girls; and 300 television stations 
will show the film to at least 9 mil- 
lion viewers. 

Heads Up For Beauty replaces an 
earlier Toni film on good groom- 
ing, Miss Dunning Goes To Town. 
It shows a bride on her wedding 
day and via flashbacks shows how 
the three girls of the Watson family, 


Wedding scene in Toni film 


and their mother, change them- 
selves from plain-Janes with straight 
hair to curly-haired beauties via 
Toni home permanents, though the 
“commercial” is quite restrained. 
It’s a thoroughly good-looking film, 
and makes pretty good sense. 
Heads Up For Beauty is availa- 
ble from offices of Association 
Films, Ine. in four cities. Ld: 


The AMA Tells the Trucker’s Story 


Automobile Manufac- 
turers Association. 

Title: Mr, O’Flynn’s Fifty Million 
Wheels, 25 min., b/w, produced 


by Transfilm Incorporated. 


Sponsor: 


* This film combines fact and 
fantasy to tell the story of trucks 
and the part they play in the destiny 
of one American family. The cen- 
tral characters are Mr. O'Flynn, Mr. 
O'Toole and the family of Mr. 
Jonathan Jones. O'Flynn and 


O'Toole, operating from the De- 
partment of Destinies somewhere in 
heaven, facilitate the execution of 
numerous Wishes of the Jones family 
down on earth. In each case, a net- 
work of trucks is employed — right 
lown to the one delivering diapers 
to the Jones household. 

The film is available free of 
charge to schools, television sta- 
tions, clubs and other interested 
groups. Distribution is being han- 
died by Association Films, Inc. 


Mr. O'Flynn and Mr. O'Toole are featured in "Fifty Million Wheels.’ 
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HOME FURNISHINGS AND BUILDING FILMS 


Typical Sound Films for Free Loan to Consumer Groups 


Interior Decoration 

America’s First Silverplate: 25 min. 

sd., color. 
® American cultural history as sym- 
bolized by changes in eating utensils 
is told in dramatization which begins 
in 19th Century New England. The 
evolution of plated pieces from 1847 
(when electroplating was completed) 
to the present era is traced. The 
gradual perfection of bars of metal 
into knives, forks and spoons is 
shown. Modern factory shots and 
animation portray preparation of al- 
loys, designing, modelling, die-cast- 
ing. plating, polishing, shipping. 
Table setting sequences. 
Sponsor: International Silver Com- 

pany. 
Source: Modern Talking Picture 

Service, Ine. 


Background for Home Decoration: 22 
min, sd., color. 
© Wallpaper is seen as contributing 
to interior decoration in two ways. 
It serves as a decoration in itself 
and as a complement of other fur- 
nishings, helping to harmonize the 
color, design and style of the room. 
A section deals with family decora- 
tion of the home. Other scenes cover 
printing methods and customer 
counseling. 
Sponsor: Wallpaper Council. 
Source: Modern Talking Picture 
Service, Inc. 


Beauty and the Bride: 27 min. s«d., 
color. 
@ The relationship of a well ordered 
house to a happy home life is ex- 
plored in a little comedy drama. 
April and Bob Deering and Mother. 
in-law have an easier, happier time 
when the bride and groom beautify 
and simplify their castle with labor- 
saving devices, new furnishings. A 
tour of Johnson. Wax Administra- 
tion and Research Center points up 
the functional qualities of modern 
design. The production of wax and 
its role in the house beautiful is 
portrayed, 
Sponsor: 8S. C. Johnson & Son, Inc. 
Source: Modern Talking Picture 
Service, Inc. 
Beauty for Keeps: 29 min. sd., b/w. 
e Facts about the production of 
modern commercial wax follow from 
a student’s research on wax through 
the ages and its many modern uses. 
Sponsor: 8. C. Johnson & Son, Ine. 
Source: Modern Talking Picture 
Service, Inc. 
Beauty That Lives Forever: 22 min. 
ad., color. 
@ Beautifying the table for the first 
anniversary celebration of her wed. 
ding, Jane daydreams back to the 
graduation gift which started her 
treasure of sterling silver. From her 
early fascination with pattern, the 
film travels to a manufacturing 
plant to discover the dreamwork, 
standards and techniques which go 
to design and finish tableware. The 
completion of this beauty is wit- 
nessed in the art of correct table 
setting—a beauty which epitomizes 
Jane’s marriage. 
Sponsor: International Silver Co. 
Source: Modern Talking Picture 
Service, Inc. 


Bright Future: 29 min. sd., color. 
© How wise, up-to-date use of elec- 
trical lighting can brighten the lives 
of home dwellers is dramatized in 
this friendly story of three families. 
Twenty-two ways of achieving good 
lighting are demonstrated as the 
families are convinced that such 
lighting is an important part of 
healthy living. They are happy to 
find that all homes—modern or tra- 
ditional—can be arranged for a 
“bright future.” 
Sponsor: Lamp Div., General Elec- 
trie Co. 
Source: Modern Talking Picture 
Service, Ine, 


Crystal Clear: 28 min. sd., color. 
® The making of fine glassware— 
raw materials, polishing, etching, 
carving, cutting, annealing, testing, 
packing. shipping and the display of 
glass are depicted. The various 
processes used in the manufacture of 
glassware are demonstrated. Last 
scenes show table settings for meals, 
tea parties, formal occasions, buf- 
fets. 
Sponsor: Fostoria Glass Co. 
Source: Modern Talking Picture 
Service, Inc. 


Enduring Modern: 15 min. sd., color. 
e Numerous decorating ideas are 
suggested in this account of the 
construction and use of modern 
furniture and fabrics. This film can 
be booked east of the Mississippi 
only. 

Sponsor: Valley Upholstery Co. 
Source: Modern Talking Picture 

Service, Inc. 


The Fifth H: 43 min. sd., color. 

® 4-H youngsters learn how they 
ean pitch in to improve the interior 
of their farm homes. 

Sponsor: Sears-Roebuck Foundation. 
Source: The Venard Organization. 


Home Magic: 11 min. sd., color. 

* “Magic” is the effect created by 

the artistic application of paint, slip 

covers plus furniture rearrangement 

and similar touches—transforming a 

dull room into an interesting one. 

Source: Georgia Agricultural Exten- 
sion Service in cooperation with 
(sponsor) Rich's, Inc. 

Miracle of the Rainbow: 14 min. sd., 
color. 

® Advantages of automatic electric 

dryers are stressed, Film also illus- 

trates that modern home laundry 

methods are superior to those of the 

warped washboard days. 

Sponsor: Hotpoint, Ine. 

Source: Idea] Pictures Corp, 


Miracle Under Foot: 16 min. sd., 
evlor. 

»® Listening to a lecture by Barbara 

Curtis, decorating consultant of the 

Bigelow-Sanford Carpet Company, 

a newlywed couple set about making 

their home more attractive. 

Sponsor: Bigelow-Sanford Carpet 
Co., Ine. 

Source: Ideai Pictures Corp. 

Nearly Right Won't Do: 28 min. sd., 
b/w. 

» Aimed at both housewives and 


salesmen, this film shows how to 
choose the correct carpet or rug. It 
also tells the viewer about rug qual- 
ity, rug making, color and design. 
Sponsor: Alexander Smith and Sons 
Carpet Co. 
Source: City College Midtown 
Business Center. Rent: $1.50. 


The Next Step: 32 min. sd., color. 
© Aimed at rural audiences, this 
down-to-earth film relives the ex- 
periences of Wayne and Esther 
Dickinson who drudge along the old 
way without running water. When 
they install a complete water system, 
their home life becomes far more 
comfortable, their farm chores much 
easier. Gone is the hand pump, a 
clothes closet becomes a bathroom, 
cows drink from cups as the Dickin- 
sons begin to live like 20th century 
farmers. 
Sponsor: The Crane Co, 
Source: Modern Talking Picture 
Service, Inc. 


One Third of Your Life: 12% min. 
sd., b/w, color. 
e Three-minute bed-making is dem- 
onstrated in this home hygiene guide 
which smooths across the idea that 
clean sheets, correctly ironed insure 
healthful and restful sleep. Washing 
and ironing shortcuts shown, new 
styles in colored and fitted sheets. 
Source (Sponsor): National Cotton 
Council. 


Skilled Hands: 37 min. sd., b/w. 

¢ Demonstrates how modern meth- 
ods of engineering enable manufac- 
turers to equip skilled craftsmen 
with good work material to make 
furniture. Distribution limited to 
women’s clubs and service groups. 
Sponsor: Baker Furniture, Inc. 
Source: Ideal Pictures Corp. 


The Very Idea: 30 min. sd., color. 
¢ When Uncle Henry built his house 
“gracious living’ was a mental feat 
rather than a physical possibility in 
many areas of the structure, Henry’s 
bequeathing of his heirloom home to 
his nephew poses a problem for the 
nephew’s wife. Modern plumbing ad- 
vantages conquer hubby’s nostalgia 
and, after a step-by-step transition, 
the couple enjoy a convenient, at- 
tractive kitchen and bathroom. 
Sponsor: The Crane Co. 
Source: Modern Talking Picture 
Service, Inc. 


We Decorate Our Home: 28 min. 
sd., color. 
¢ Too often, poor planning or sud- 
den expedience—or all three—tend to 
make a home look like an improvised 
cave. With plate glass mirrors and 
cleverness, the Hartleys turn their 
somewhat bleak domestic interior 
into a pretty one. Viewers learn how 
to transform a house marred by cut- 
up walls, harsh radiators, exposed 
pipes. 
Source (Sponsor): Pittsburgh Plate 
Glass Co. Sale: $75. Free loan. 


Weekend Remodelers: sd., color. 

e This dealer-aid film follows a 
family of home folk through a 
kitchen-bathroom renovation. As the 
family team install the tiles them- 
selves, they guide the audience in 


details of measurement, application 
of cement, wise selection of redeco- 
ration extras. The film will be used 
at the Georgia Insitute of Tech- 
nology. 

Source (Sponsor): Hachmeister-Inc. 


Construction 

Mr. Craig Has the Floor: 30 min. sd., 
color. 

© The advantages of Johns-Mans- 

ville floorings are shown. This theme 

is backed by the research, engi- 

neering and manufacture of the 

sponsor’s products. Scenes of in- 

stallation make clear the method of 

applying the flooring. 

Source (Sponsor:) Johns-Mansville 
Sales Corp. 

Doorway to Happiness: 30 min. sd., 
color. 

e From an opening scene of a log- 

ging operation, the film follows the 

manufacture of doors and millwork. 

Manufacture finished, the film ex- 

plains the use and care of these units 

in the home. 

Source (Sponsor): Fir Door Insti- 
tute. 

One Step Ahead: 25 min., sd., color. 

» “RUSCO” combination window 

installations are depicted and ex- 

plained in terms of use. Film makes 

points on ventilation of the home 

and the safeguarding of windows 

from housebreakers. 

Source (Sponsor): Russell Co., F. C. 

Prefabrication with Plywood: 35 min. 
sd., color. 

» The prefabricated industry is sur- 

veyed and the mass _ production 

method is explained as it pertains 

to house erection and future use in 

other structures. 

Source (Sponsor): Douglas Fir Ply- 
wood Assn. 


Sources of These Films 


Association Films, Inc.—347 Madi- 
son Ave., New York 17 (and four 
regional film libraries). 

City College (Midtown Business 
Center)—Audio Visual Extension 
Service, 430 W. 50th St., New 
York 19. 

Douglas Fir Plywood Assn.—-Tacoma 
Bldg., Tacoma 2, Wash. 

Fir Door Institute—Rust Bldg., Ta- 
coma 2, Wash. 

Georgia Agricultural Extension 
Service—Athens, Ga. 

Hachmeister-Inc.—Pittsburgh 30, 
Pa. (or through regional sales of- 
fices). 

Ideal Pictures Corp.—65 East South 
Water St., Chicago 15. 

Instructional Films, Inc.—1150 Wil- 
mette Ave., Wilmette, Ill. (and 
seven regional offices). 

Johns-Mansville Sales Corp.—22 
East 40th St., New York 16. 

Modern Talking Picture Service, Inc. 
—45 Rockefeller Plaza, New York 
20 (and 27 other regional ex- 
changes.) 

National Cotton Council of America 
—40 Worth St., New York 13. 
Pittsburgh Plate Glass Co. — 632 

Duquense Way, Pittsburgh 22, Pa. 

Russell Co., F. C.—1100 Chester 
Ave., Cleveland 1, Ohio. 

Venard Organization—702 S. Adams 
St., Peoria 2, Ill. 
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Southern Pacific films 
turn adversity into 
good publicity 


When the big 1952 snowstorm choked off 
Southern Pacific's trunk line through the Sierras, 
the company's photo supervisor covered the 
event with a Cine-Kodak Special Il Camera. 

The 16mm. movies he took, with added 
sound, became a morale-building employee- 
relations film. Because of its broad appeal, the 
public wanted in, too, and “Snow on the Run” is 
still playing to big audiences. 

Similarly, when an earthquake hit in Califor- 
nia, Southern Pacific's Cine-Kodak Special Il 
was on the spot to record the destruction... and 
reconstruction. 

Perhaps you, too, can broaden your movie 
program with a Cine-Kodak Special Il for on- 
the-spot company-made movies. 


Novel use of slides sells 
oriental rugs by mail 


OME 
TRAMEPAR 


twoOsnoveor 


Colonel Charles W. Jacobsen sells fine oriental 
rugs throughout the western hemisphere—by 
mail. 

He answers inquiries by sending the prospect 
a stack of Kodachrome slides and an inexpen- 
sive hand viewer. The customer examines the 
slides, picks his rug, and returns the slides with a 
request to have the rug itself shipped to him. 

In 1953, out of thousands of rug shipments 
from the Colonel's Syracuse, N. Y., store on the 
basis of this Kodachrome selection, only three 
were returned without sales. And his sales have 
been climbing about 20% every year since he 
began using this graphic way of presenting 
merchandise. 

To take his pictures, Colonel Jacobsen uses 
a Kodak Pony 135 Camera and Kodachrome 
Film. If you have a bulky selling problem that 
might be solved by color slides, just see your 
Kodak dealer for the solution or mail the coupon 
for more information. 
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How B. F. Goodrich punctures 
production costs by taking its 
foremen to the MOVIES 


To snip off production waste at its base, 
B. F. Goodrich conducts a work simplifi- 
cation course for its foremen. 

By watching movies of plant operations, 
they learn the principles of motion study. 
Using the knowledge they gain from these 
films, the foremen have been highly suc- 
cessful in eliminating lost time and waste 
motion in their own departments. 


Projectors Find Many Uses 


When B. F. Goodrich began these work- 
simplification courses, they purchased sev- 
eral Kodascope Pageant l6mm. Sound 
Projectors. They have found them so use- 
ful they have also screened safety films, 
instructional movies on operating new 
equipment, and entertainment shows for 
the employees. 


Writes G. J. Kroupa, Jr., Manager of 


Industrial Engineering at the B. F, Good- 
rich plant in Miami, Oklahoma: “We have 


been very happy with this equipment, and 
it goes reeling along day after day—with- 
out maintenance or repairs, I'm sure your 
permanent lubrication has a lot to do with 
this unusual endurance record,” 


Many Models to Choose From 


Reliability isn’t all you get with a Pageant. 
With six models to choose from, you can 
have any combination of features, depend- 
ing on your needs, Extra-bright projection 
for hard-to-darken rooms... flexible or 
reinforced sound for large or odd-shaped 
rooms . . . easy portability when you need 
it...and yet Pageants are priced with 
the lowest-priced projectors in their class. 

You, too, may be able to deflate a prob- 
lem of cost, training, sales, or morale with 
a Kodascope Pageant 16mm. Sound Pro- 
jector. Ask your Kodak Audio-Visual 
Dealer for a free demonstration or mail 
the coupon for full details. 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N.Y. ; 


Please send me the name of the nearest Kodak Audio-Visual Dealer and complete in- 
formation on equipment checked: [_] Kedascope Pageant 16mm. Sound Projectors 
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NEWS ABOUT PICTURES AND THE PEOPLE WHO MAKE THEM 


Color Documentary Will Survey 
U.S. Commercial Fishing Industry 
* America’s commercial 
industry will be 
25-minute documentary to 
be produced for the Outboard. 
Marine and Manufacturing Com- 
pany and the United States Fish 
and Wildlife Service by MPO Pro- 
ductions, Ine.. New York. 

The sponsoring firm, which man- 
ufactures Johnson and 
outboard motors, is underwriting 
the film to link the outboard motor 
to commercial fishing. The U.S. 
Fish and Wildlife Service’s Branch 
of Commercial Fisheries is inter- 


fishing 
surveyed in a 


color 


Evinrude 


ested in stimulating the consump- 
tion of fish by emphasizing the 
many varieties made available be- 
cause of recent freezing and pack- 
aging techniques. 

Active Spokesman of Films 

The Branch of Commercial Fish- 
eries has long encouraged private 
industry to sponsor films on fishing. 
A number of these educational pic- 
tures have won awards at Venice 
and Edinburgh and a wide audi- 
ener, 

The newly contracted film, tenta- 
tively tithed Fishing with a Kicker, 
will be in production for a year and 
a half. Following a seasonal sched. 
ule, shooting will cover LO major 
Maine to Alaska. 


The cooperation of all fishing com- 


locations from 
munities and state conservation 
organizations which mark this con- 
tinent-long fisherman's map will be 
enlisted by the Branch of Commer 
cial Fisheries, supervising produc: 
tion, 

Fishing with a Kicker is planned 
to steer away from the crowded 
harbors of the directly commercial 
and head for the deeps of enter- 
tainment and education. 

Crew Given Wide Latitude 

The location crew will search 
their sea food story in the work 
adventures of serious fishermen, 
leveling their lenses on New Orleans 
Cajuns, Alaskan Aleuts, New Eng- 
land Yankees. Viewers will see such 
things as the blessing of a shrimp 
boat fleet, the celebration of a good 
catch, Tape records will remember 
the bird cries, the troubled winches, 
the ageless sea chanties. 

The color film “compleat angler” 
will inelude lobster and sardine 
fishing in Maine; scallop fishing in 
Massachusetts; 
land; 


oystering in Mary- 


New Jersey: 


clamming in 


4t 


crabbing in North Carolina; mullet 
fishing in Florida; shrimping in 
Louisiana; salmon netting in 
Alaska; herring and trout quests in 
the Great Lakes, shad and carp 
catching in the Hudson and Missis- 
sippi. 

MPO will start shooting in Octo- 
ber. The Branch 
Fisheries will handle distribution to 
television, 


of Commercial 
schools, churches and 
club groups on a free loan basis. 
a 

Chas. Pfizer & Co. Sponsors Series 
on Medical & Surgical Techniques 
* A unique motion picture series, 
designed to promote international 
exchange of medical information, is 
now in production for Chas. Pfizer 


& Co., Inc. The films, to be made 
in many places around the world, 
will feature noted specialists demon- 
strating the latest medical and surgi- 
cal techniques. They will be made 
available in four languages. Eng- 
lish, Spanish, German and French. 
for showing to physicians, nurses 
and other professionals. 

The first of the series, An E ffec- 
tive Burm Treatment, 12 min., color, 
will show plastic surgery being per- 
formed on the hands and arms of a 
Mexican pilot who had been severely 
burned in a plane crash. Skin 
grafting techniques developed by 
Dr. Mario Gonzales Ulloa, president 
of the Mexican Plastic Surgery As- 
sociation, are utilized. 


SOUND 


1909 BUTTONWOOD STREET + PHILA. 30, PA. 
Ritrennouse 6-1686 


Droducers tf 
Melon 


35 MM-16 MM-COLOR-BLACK & WHITE 


SYSTEM 


Dow Chemical Co. Offers Film 

on Low Temperature Insulation 

* An 18-minute black and white film 
on the use of Styrofoam for low 
temperature insulation now is avail- 
able from the sponsor, The Dow 
Chemical Company, Midland, Michi- 
gan. 

The educational product film 
shows the properties and principles 
of proper installation of Styrofoam, 
how to work it on conventional fab- 
ricating equipment. Typical applica- 
tions and correct finishing technique 
for the material are projected. 

Advantages of this expanded 
polystrene plastic pictured are its 
low thermal conductivity, structural 
strength, water-resistance and light 
weight. 

The Company’s wish is to distrib- 
ute the film to a wide audience in- 
cluding such groups as those as- 
refrigerated plants. 
trucks, trailers, railroad cars, fish- 
ing boats, and pipe covering. Ar- 
rangements for the film may be 
made through the firm’s plastics 
sales department. 

a 

Show Michigan Tourist Attractions 
* Lake-loaded, the state of Michi- 
gan is a natural for outdoor activ- 
ity. The Michigan Tourist Council 
makes the most of this fact in 
Michigan Water Wonderland, a new 
27-minute color motion picture. 

Sunshine scenes of boating, fish- 
ing. water skiing and similar sum- 
mer sports are narrated by Mort 
Neff who guides viewers through the 
state’s popular vacation spots. 

The water idyll includes recrea- 
tional thrills for each age group, 
Robert J. 
executive secretary of the Council. 

Vichigan Water Wonderland is 
available in black and white or 
color upon request and without cost 


sociated with 


according to Furlong, 


to civic and professional groups, 
private clubs and television stations. 
Address requests to the Michigan 
Tourist Council, Mason Building, 
Lansing 4, Michigan. 
* 

Coast Guard Film Available 
* Sentries of the Sea Lanes. the 
latest L6mm color film sponsored by 
the United States Coast Guard. 
shows how the Guard operates and 
maintains the 22,000 buoys that 
mark the coastal and inland water- 
ways 

Dedicated to the officers and men 
who perform these duties, the 28 
minute film may be scheduled on 
request to: Chief, Public Informa- 
tion Division, U.S. Coast Guard, 
Washington 25, D.C. or Coast 
Guard district offices. The docu- 
mentary has been cleared for tele- 
vision. 
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The 


TV Show 


Dream scene from 
“Aladdir and the 
Magic Lamp” story 

in the Hank McCune 

TV Show Series. 


\\ 


COLOR the 


NAVY STORY 


Filmed at Destroyer Base 
Reception Center, San 
Diego, California, with 
cooperation of the 
United States Navy. 


4 


AURICON “SUPER 1200”’ 
16mm Sound-on-Film Camera! 


Ted Allan, veteran Hollywood Photographer of the 
Stars, is one of the many professional film producers 
whose first choice for dependable television filming 
of the highest quality, is an Auricon \6mm Camera. 

The “Hank McCune Show,” a comedy series soon 
to be seen by millions over national TV networks, is 
being filmed in natural color with the “Super 1200" 
Camera. Ted Allan says, “45,000 feet of film have 
been run through the Auricon Camera without a 
film-scratch or loss of a foot of film!" 


Write for your free copy of the complete Auricon 
Catalog, which includes the “Super 1200" Camera, 
a superb photographic instrument. Sold with a 30 
day money-back guarantee, you must be satisfied! 


BERNDT-BACH, INC. 


6910 Romaine Street, Hollywood 38, Calif. 
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ye LOW-COST MAGNETIC tape 

recorders to give verbal instruc- 
tions for testing procedures has 
saved a West Coast firm an esti- 
mated $50,000 annually. In addition, 
it has reduced the time required per 
unit from approximately one week 
to a single day. 

Gilfillan Brothers, Inc. of Los 
Angeles—-manufacturers of GCA 
(ground-controlled approach) radar 
landing systems used at 200 airports 
in the United States and 28 foreign 
countries —- adopted the magnetic 
tape system for continuity testing 
of component parts of the complex 
system more than two years ago and 
is using it today. 


13 Miles of Circuitry 


Each system involves some 1500 
tubes and some 13 miles of circuitry 
with a total weight of approximately 
20 tons. As a result, final inspection 
of hundreds of components pre- 
sented a painstaking, time-consum- 
ing operation totaling as high as 37 
hours per component. 

The electrical continuity inspec- 
tion formerly used by the firm re 
quired two persons for each unit 
a continuity checker to do the actual 
testing and a “reader”, usually a 
girl, to read the long and detailed 
list of test points and checking pro- 
cedures to him. 

To meet military production de. 
mands, 17 teams of continuity check- 
ers and readers were required 
together with three other inspectors 

for a total of 37 persons in that 
particular phase of the operation. 

Tape Eliminates Bottleneck 

In order to free employes for 
other critical work elsewhere in the 
plant, and to eliminate a costly 
bottleneck, a number of low-cost tape 
recorders were purchased and the 
instructions previously given to the 
continuity checker by a reader, were 
simply recorded on magnetic tape, 

As a result, the recorded tapes 
could be used over and over again as 
needed for the tests and the entire 
testing operation carried on by the 
continuity checker alone. 

To facilitate uninterrupted opera- 
tion, each tape recorder was 
equipped with an accessory foot 
pedal allowing the checker to start 
and stop the recorder, leaving both 
hands free. Hearing vid type ear 
phones on the recorders eliminated 
any undue noise distraction of the 
other employes in the area. 

Save 29 Hours Per Unit 

By using the magnetic tape meth 
od, the number of hours required 
were reduced from 37 to only eight 
for the average unit. In addition, 
the number of continuity checkers 
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Frederick K. 


6063 Sunset Blvd. Hollywood 28 HOllywood 4-3183 


Business film 
producers for 
twenty-nine years 


Slide films ¢ Motion pictures ¢ Films for TV 


A New Business Screen Editorial Column Feature: 


Tape Techniques for Industry 


Tape recorder in action is demonstrated by George B. Buchert, in charae 
of continuity checking at Gilfillan Bros., Los Angeles. Use of tape record- 
ers saves 29 hours per unit checked, has reduced number of checkers 
needed from |7 to only seven. 


“Harvest Time” 
for 
RICHFIELD 
CORPORATION 


required was reduced from 17 to 
only seven. 

“Main reason for the increased 
efficiency,” according to Plant 
Superintendent E. P. Gauthe, “was 
that the continuity checkers— work- 
ing alone—were able to proceed at 
a much faster pace than before, and 
interruptions were far less frequent.” 

“However,” Gauthe pointed out. 
“a significant part of the saving can 
also be contributed to new electronic 
circuitry designed to reduce the 
number of check points required.” 

50 Tests Now Recorded 

So successful has the method been 
that verbatim instructions for some 
50 different continuity tests have 
been recorded and catalogued for 
daily use. At least one duplicate 
copy, and sometimes two or more 
are kept on file, so that a total of 
approximately 150 tapes are avail- 
able for use. 

All recording is done on “Scotch” 
No. 111 magnetic tape for use on 
six standard tape recorders. These 
units operate 334 inches per second 
allowing a half hour of continuous 
recording on a 600-foot tape. 

“Because frequent changes in cir- 
cuitry to accommodate improve- 
ments in design are incorporated in 
the various components,” Gauthe 
said, “the tapes are recorded single 
track only. This makes it possib'e 
to simply splice in new test instruc- 
tions on the tape to provide for such 
a change at any stage of the testing 
procedure.” 

As a result of both time and dol- 
lar savings made possible by the 
magnetic tape method, tape record- 
ers have also been adopted for sub- 
sequent airfield testing of the units. 
Here an observer simply records his 
comments on tape—-much faster and 
more convenient than writing them 
down in longhand as was previously 
required. 

* 
“Time-Lapse” Film Records Fast 
Facing of Park Ave. Building 
* More television audiences will 
gape as they watch—in a few sec- 
onds of film—the 10 hour erection 
of the aluminum facing of a New 
York City skyscraper, depicted in 
The Future of America produced on 
CBS for the Advertising Council. 

Television audiences had first seen 
this time-lapse construction in a 
commercial filmed by Sound Mas- 
ters, Inc., New York, for the Alumi- 
num Company of America. It was 
initially released on the Edward R. 
Murrow show, “See It Now.” 

The minute documentary speeds 
up visually a facing marathon which 
took place during the construction 
of the new Davies Bldg. on Park 
Ave. 
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ROTARY VIEWER 


with NEW Image Erector 


Acclaimed by directors, editors, animators, cutters, lab. tech- 
nicians, inspectors, spotters, etc. Films clearly viewed while in 
motion, forward or backword. No pads, gates or other pressure 
mediums to cause scratches or abrasions. Single frames may be 
inspected without heating the film. Optically perfect magnifier 
ossures sharp, undistorted view of entire picture area. No inter- 
mittent or oscillating parts—no film slap or mechanical noise—no 
complicated film threading—no snapping or breaking of film— 


nothing to wear out or couse trouble .... $159.50 
A.C.E. Footage and Frame Counter $64.90 
A.C.E. Image Erector 27.00 


The NEW Revolutionary 
ARRIFLEX CAMERA 


Professional 16mm Mirror Refiex Shutter 

Camera. Acclaimed the most advanced in the 

Held—unique for Ws many features and out- 
g for its work Pp 


View ond focus thru taking lens during actual shooting. Bright, 
big, clear, superbly-defined vertical finder image, magnified 10X. 
No porallax; no need for accessory finders. 100° loading spool. 
400° magazines available. Pilot Pin Registration gives absolute 
picture steadiness. 6V motor slides into housing, permits use of 
standard tripods. Forward and reverse switch. Synchronous motor 
available. Complete with Refiex Shutter, turret, motor, tachometer, 
0/50 fps, matte box, frame/footage counter, cable $1,475 


Write for illustrated brochure 


Takes 
17%mm Film 


KinévorX PORTABLE SYNC 
MAGNETIC RECORDER 


Used by mojor studios in Hollywood, New York, Europe, Main 
sprocket driven by synchronous motor at 90' per min. Silent tight 
winds for smooth delivery and toke-vp, Instant ‘‘Start,’’ ‘'Stop” 
ond ‘‘Reverse’’ with film threaded. 4° VU meter, High and Low 
poss filters. Has pre-amplifier; amplifiers for recording, bios and 
erase, playbock, monitoring. Power supply; 8° PM monitor speaker 
Response: + 1% db. 50 to 10 ke. 3 heads with azimuth adjust- 
ment, special erase, record and playback mounted on one shielded 
plate. Complete in one 50 ib. case, 60 cycle, 110V single phase. 

$1,550 


50 cycle 1 10V single phase $1,575 
50 cycle 220V single or 3 phase $1,600 


MODEL 115 
PHOTOVOLT pH METER 


A full-fledged line-operated pH Meter of re- 
markabie accuracy at the unprecedented 


price of ... 
$115 


. made possible by recent advances in the field of elec- 
tronic tubes and circuits. Simple in operation and mainte- 
nance. Fast and dependable in daily service. Fully stabil- 
ized for wide range of voltage fluctuations, Scale length 
4, accuracy 0.05 pH unit. 

Also Battery-Operated Portable pH Meter 
Model 125, scale length 52". 145 
Write for Bulletins #225 and #118 


2000 Junior 
Grover Kit 


A STUDIO IN A SUITCASE! 


Ideal for studio or location shots. Replaces heavy, cumber- 
some and expensive equipment. Total output approx. 4000 
watts, draws only 16 amps, 2 improved Grover lights with 
barndoors (each for 3 bulbs), 2 stands, Junior ColorTran 
Converter. Packed in Prestwood case, 72" x 17” x 28”; 


$.0.5. carries the complete line of ColorTran 
Products. Write for iMustrated catalog. 


CINEMA SUPPLY 


Nothing like it on the market! 


TELEFUNKEN 
MICROPHONE 


MIGHTY MIDGET 
Model 201M 


For those 
who want the best! 


Ideal for TV, broadcasting, film record. 
ing, etc. Takes place of 5 or 6 or- 
dinary microphones. Easily switched 
from non-directional to cardioid. Ex 
tremely smooth response and wide 
range in the cardioid pattern, This, plus its slight rise 
in upper range when used as non-directional, make 
Telefunken the world's most advanced transducer, Im 
mune to temperature or humidity changes, Response: 
"4 db, 30-16,000 cps. Output: 30/50; 200/250 ohms, 
balanced, Size 7%" x %". Weighs only 4 ozs, Includes 
portable power supply unit, cable and plugs $490 


These users prove Telefunken's ultra-fine quality: 


RCA Victor Mercury Records 
Reeves Sound Studios Metre Goldwyn Mayer, Hollywood 
Capitol Records Hotel Statler 
Columbia Records WMGOM Recording Studio 
Decca Recording Bob Fine Recording 
Cinerama, Inc. J. A. Maurer 
Corp. 20th Century-Fox 
Werner Bros., Hollywood Ampex Corp. 


‘Dept. H, 602 WEST 52nd STREET, New YORK 19,41. 
Phone: Plaza 7-0440 Sah 
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Anne Marshall, Campbe!l! Soup Company « 


home economics director fers some help 
ful hints for housewive in The Maai« 
Shelf be ow) 


“The Magic Shelf’ Gives Recipe 
Tips to Homemakers Via TV 

* A fourteen-minute motion picture 
entitled The Magic Shelf has re- 
cently been cleared for television 
audiences. This black and white t.v. 
version of the Campbell Soup Com- 
pany color movie, produced by The 
Jam Handy Organization, gives 
cooking tips to housewives and home 
economists. 

Audience appetite is thoroughly 
whetted as glamorous Anne Mar 
shall, Campbell's Director of Home 
Economics, prepares one delectable 
dish after another, The touch that 
transforms hunches, snacks and main 
courses into mealtime delights is 
The Magic Shelf of versatile and 
Various condensed soups, OF added 
interest to homemakers are the har- 
monious table settings and decor. 

Picture contains little reference 
to “Campbell's,” but stresses import 
ance of soup in the diet. Prints are 
available by writing to Campbell 
Soup Company, Camden, New Jer- 
wey. 

“Law of the Land” Depicts 
Congressmen Building a Law 

* Citizens who base their opinion of 
law making on the tv conduet of 
embroiled senatorial investigators 
may acquire a more balanced idea 
of law makers in action viewing 
Law of the Land, a new 28-minute 
color documentary. 

A sober treatise on how a law 
becomes a law, the picture was 
filmed in Washington by Louis W. 
Kellman Productions for Law of the 
Land, Ine, 

A rigid rule against cameras was 
waived so that audiences could see 
congressmen as they process a law 
on the floor of the House of Repre- 
sentatives. 

President Eisenhower, Vice Presi- 
dent Nixon and Secretary of Agri 
culture Benson appear in the film, 
narrated by Westbrook Van Voor- 
his. 


Films Cleared for Telecasting 


*& Continued here is a check list of 
sponsored films now available from 
business and industrial organiza- 
tions for sustaining use on tele- 
vision. 

For your quick information, the 
list simply stales: sponsor, address, 
shipping and booking conditions, 
title, length. 

These films are available with- 
out charge except for shipping, spe- 
cial distribution costs or insurance. 
Further details regarding  clear- 
ances, etc., may be obtained from 
the sponsor or distributor noted 
below. 


American INC.: 

Advertising Dept., 100 Park Ave- 
nue, New York 17, New York. Also 
from Association Films, Ine.: Ad- 
vertising Megr., Television Dept., 


347 Madison Avenue. New York 17. 


New York——and branch offices. 
Acapulco — Riviera of the Amer- 
icas 20 min. 


Viva Mexico—22 min. 


1. DuPont De Nemours & 

Co., INe.: 

Motion Picture Distribution, Wil- 

mington 98, Delaware. Borrowers 

pay transportation, insure films. 

Order four to five weeks in advance. 

The Case for Color—23 min. 

Closeup of Nylon—22 min. 

The DuPont Story—A0 min. 

The Fine Art of Furniture Finish- 

ing--20 min. 

Keeping Your Boat Shipshape—2\ 
min. 

A Story of Research—-19 min. 

A Tale of Two Houses—20 min. 

White Magic—30 min. 


color 


@ 35mm filmstrips 


@ 35mm color release prints 


Kodachrome printing 


@ 16mm Kodachrome enlarged to 35mm 


Let our Tri-Art Color Specialists show you how 
to make prints that will do a better selling job. 


ART 


COLOR\ CORPORATION | 7 


245 WEST S5th STREET, N.Y. 19, N.Y. * PLAZA 7-4580 


For Complete information on Any Phase of Color Or 
Black & White Printing Fill in Coupon and Mail. 


Tri-Art Color Corp. 


245 West 55th Street, New York 19, N. Y. 


Gentlemen: 


Please send me more information on 


Name 
Address 
City & Zone 


L 


Moror Company: 

Regional Sources: Film Library, 

Ford Motor Co., 1500 South 26th 

Street, Richmond, Cal.; Film Lib- 

rary, Ford Motor Co., 15 East 53rd 

Street, New York 22, N.Y.: Film 

Library, Ford Motor Co., 16400 

Michigan Ave., Dearborn, Mich. 

User pays transportation both ways. 

insurance. Return to same library 

from which borrowed. 

The American Road—A2 min. 

Tomorrow Meets Today—25 min. 

The Big Race—\1 min. 

Production Pioneering—15 min. 

Big and Basic—30 min. 

Technique for Tomorrow—23 min. 

The American Cowboy—30 min. 

Portrait of a City—Detroit — 25 
min. 

Ven of Gloucester—22 min. 

Southern Highlanders—2\ min. 

American Farmer—28 min. 

Canyon Country—13 min. 

White Thunder—\3 min. 

Highway by the Sea—15 min. 

Dearborn Holiday—-28 min. 

Pride of Workmanship—20 min. 

Driving on the Highway—1\2 min. 

Driving in the City—12 min. 

Driving under Adverse Conditions 

12 min. 

Driving at Night—8 min. 

Care of the Car—12 min. 

Play Ball, Son—15 min. 


Ticket to Freedom—1\4 min. 


Mip-Continent PETROLEUM 

CORPORATION : 

Advertising & Sales Promotion 

Dept., Box 381, Tulsa, Oklahoma. 

Order four to five weeks in advance. 

Return films immediately after 

showing. 

Adventures of Rudy Crude — 28 
min. 

Conquest of the Hourglass—15 min. 

Jewels of Progress—24 min. 


Swirt AND COMPANY: 
Merchandising Service Dept., Union 
Stockyards, Chicago 9, Ill. User 
pays transportation one way. Book 
three months ahead, 
By-Products—\0 min. 

Hidden Hunger—30 min. 
Livestock and Meat—A9 min. 

Meat Buying Customs-——10 min. 
Vation’s Meat—29 min. 

Red Wagon—A5 min. 

Who Buys Your Livestock?—-9 min. 


Other TV Film Sources 
* A principal distributor of pack- 
aged shows for television, Modern 
Talking Picture Service, Inc. also 
maintains an extensive library of 
public interest films from industry 
which have been cleared for free 
sustaining use on television. Write 
or wire Modern’s Television Depart- 
ment, 45 Rockefeller Plaza, New 
York City for complete checklist. 
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1.B.M. Training Center 
Simplifies Visual Tools 


* Simplicity and versatility—-often 
opposed qualities — were brought 
together by International Business 
Machines Company officials when 
they planned the visual sales edu- 
cation facilities of their newly 
opened District Training Center in 
New York City. 

Like other companies which pro- 
duce highly complex equipment. 
1.B.M. has always required training 
mechanisms and techniques suited 
to specific phases of intricate train- 
ing matter. The danger of this 
necessity is that, in time, the num- 
ber of these training devices can 
get out of hand. 


Eliminate Separate Items 


For their long range purposes. 
the company trainers desired an im- 
proved projection screen for in- 
creased legibility and better repro- 
duction; they had in mind a screen 
which would serve as a projection 
medium and a chalkboard and pro- 
vide a writing area much larger 
than that of conventional black- 
boards. 

Most of all, they wanted to sim- 
plify the media, getting rid of a 
jungle of easels, flannel boards, 
chartstands and similar look-gadgets 
in the teaching area. 

Consulting with various audio- 
visual and interior construction ex- 
perts, the I.B.M. planners were 
able to achieve their hope: a train- 
ing center equipped to utilize nu- 
merous visual techniques without 
the functional handicap of many 
miscellaneous units. 


Use Chalkwall System 


The major consolidation-for- 
simplicity was effected by installing 
the U.S. Plywood Armorply Chalk- 
wall system. The panels of this wall 
are constructed of a 2-inch thick 
£Y psum core, to which is bonded on 
one side a sheet of 18-gauge steel 
with porcelain surface. Bonded to 
the other side is a sheet of paint- 
grade steel. In place, the panels are 
anchored to the floor and ceiling 
with metal angles. 

These panels serve as a partition. 
a projection sereen, a chalkboard 
and as a mammouth bulletin board 
with information posted to its steel 
surface with magnetic disks. The 
panels also function as a sound bar- 
rier with a high degree of resistance 
to the noise traveling from adjacent 
classrooms. They are incombustible. 

The biggest advantage in the new 
set-up was visibility: instead of 
(CONCLUDED ON PAGE 64) 
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“unpacked, set-up, threaded, 
‘show put on in a matter 


Here’s audio-visual recording and pro- 
jection at its best. Many noteworthy 
improvements are incorporated in this 
sturdy, compact, lightweight machine. 
You'll admire the ease with which you 
can add new meaning to every film you 
show ... fingertip control of all audio- 
visual operations ... its flexibility as a 
sales tool. ..as an educational or enter- 
tainment instrument. 


AUDIO-VISUAL PRODUCTS 
RADIO CORPORATION 
of AMERICA 


Audio-Visual Products, Dept. H-25 
Radio Corporation of America, Camden, N. J. 


Please send me further information on product. 


To appreciate the many advantages of 
this new RCA 400 ask your distributor for 
a demonstration . .. but look and then— 
listen to the top quality sound made 
possible by RCA’s world leadership in 
audio engineering. 


city 


| 
| 


FOR BETTER SHOWS USE “THE AUDIO-VISUAL PROJECTIONIST’S HANDBOOK” 
Many large U. S. business firms now use the manual contains step-by-step lessons on good show- 
Audio-Visual Projectionist’s Handbook to train manship; sells at only $1.00 per copy, postpaid. 
employee projectionists. This graphic, illustrated Order today from Business Screen, Chicago 26. 
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IT’S THE NEWEST RCA Waguetic RECORDER-PROJECTOR! 
Magnetic brings you these many advantages... 
Recorded message can be changed can be turned in eimer direction 
to, any cudipnce to facilitate editing, 
address instrument. 
* Erasehead’and recordhead are 
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NEA Premiere Film Showing 
in Garden Handied by 16mm Arc 
* A l6mm projector scored a cine- 
matic TKO in Madison Square 
Garden recently when it projected 
a Commercial Kodachrome print 
more than 250 feet to form a screen 
image 32 feet wide, 24 feet high. 
The “big sereen” performance 
was that of a regular Eastman Are 
Model 25 16mm sound projector 
during the 92nd annual convention 
of the National Education Asocia- 
tion. A main event of this meeting 
was the premiere of NEA’s prize- 
winning new 27!4-minute color 
film, Freedom to Learn, Produced 
by Agrafilms in cooperation with 
the National Association of Secre- 
taries of State Teachers Associa- 
tions, this is the fourth in a series 
of NEA public relations pictures. 
In adjusting its 16mm frames to 
the 35mm sereen (the largest the 
18,000-seat oval now accommo- 
dates), the are projector enlarged 
an image 1,000,000 times the size 
of the original scene on the film. 
The projector's sound optics were 
connected with the arena sound 
system, 
The screen for this showing was 
a temporary muslin stage back- 
ground used for a pageant enacted 
by New York City school children 
as part of the program. 
Freedom to Learn, reviewed in 
Issue No, 5 of Business ScrEEN, 
deals with the teaching of contro- 
versial subjects in school and the 
idea that this best prepares students 
to grow into self governing adults, 
It has received favorable commenda- 
tion from leading U.S. groups since 
its recent premiere showings. 
Primarily intended for adult com- 
munity audiences, Freedom prints 
may be purchase at $75 (b&w) 
from the NEA Division of Press 
and Radio Relations, 1201 Sixteenth 
St.. NW, Washington, D.C. 


Shown at Garden premiere of NEA film 


below are ¢ J. Couillard, writer 
Irving Rousinow and J P. Nicholson of 
Agrati me Ine talking tt Dick Gearhart 


Kodak 
installation 


who supervised projector 


Eastman 


4,000 SEE PICTURE IN NEW YORK’S GARDEN VIA 


Filling the 32-foot screen at Madison Square Garden for an audience 
of 4,000 educators was accomplished with this |6mm arc setup. 


ILM LABORATORIES, Inc. 


d Stage 
o 
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Mass Production of Transistors 
Presages Light-Weight Projection 
* Minute and powerful transistors 
soon may reshape the electronic 
products market. General Electric 
Company is tooling for the mass 
production of exceptionally high 
frequency transistors calculated to 
supply the industries using elec- 
tronic equipment with millions of 
transistors at competitive prices. 

Quantity production of essential 
transistor elements now is possible 
due to the development of a “rate- 
grown” method, according to Dr. 
W. R. G. Baker, G.E. vice-president 
and general manager of the Elec- 
tronics Division. 

Transistors, made from the metal 
germanium under controlled condi- 
tions of temperature and humidity 
and to microscopic tolerances, per- 
form many of the functions of the 
electron tube. Moreover, they are 
said to offer such advantages as 
longer life, greater dependability 
and resistance to shock and tem- 
peratures. Unlike the vacuum tube, 
transistors contain no filament. 
Thus, they require less power and 
lend themselves to the miniaturiza- 
tion of all types of electronic equip- 
ment. 

The rate-grown process appears 
to be the only technical method 
which shows promise of a low cost 
device of this quality. For the 
radio, television and other elec- 
tronic product manufacturers, Dr. 
Baker said, this process will mean 
completely transistorized products. 

The transistors should be avail- 
able at prices competitve with 
vacuum tubes as soon as electronic 
equipment manufacturers have had 
sufficient circuitry development time 
to order them on a large quantity 
basis, Dr. Baker stated. With wide- 
scale sampling to the electronic 
industry expected to begin late this 
year, mass production of many 
millions of transistors should get 
underway within the next two years, 
it was pointed out. 

The complete transistorization of 
radio and television receivers has 
been impractical before because 
manufacturing costs have kept 
prices too high. General Electric’s 
Radio and Television Department 
has designed circuits using the new 
rate-grown transistors for applica- 
tion in table model radios, clock- 
radios, portables, and_ television 
sets. 

The rate-grown process, first an- 
nounced a year ago, was invented 
by Dr. Robert N. Hall, a physicist 
of G.E.’s Research Laboratory at 
Schenectady. Dr. Hall found it pos- 
sible to produce the necessary ele- 
ment in large quantities from the 
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germanium refining process. By 
introducing special impurities, gal- 
lium and antimony, and varying 
heat controls, as many as 100 wafer- 


thin layers of specially treated ger- 
manium are formed. 

The ingot is then diced into bars, 
each several thousandths of an inch 
long, with a layer through the cen- 
ter. The layer in the center of the 
bar serves as a grid. The sections 
of the transistor bar on either side 
of the layer take the place of the 
cathode and plate in a tube. Several 
thousand transistors can be pro- 
duced from the yield of each ingot. 

At present, a few hundred fin- 
ished transistors are being fabri- 
cated a week on a pilot line in 
Syracuse, N. Y., for engineering 
and military evaluation and even- 
tual sampling to design groups. 

Rate-grown transistor ingots, 
each of which contains thousands 
of useable transistor elements, are 
being produced at the rate of one 
approximately every 10 days. It 
takes only two hours to produce 
one ingot. 

Fabrication principally consists 
of attaching leads to the transistor 
bars. It is in this phase of produe- 
tion that G.E. is now mechanizing. 
The basic research, development 
and product refinement work was 
carried on under a joint Army- 
Navy-Air Force contract. 

* 

David Quaid to Transfilm, Inc. 

Davin L. Quarp has joined Trans- 
film Incorporated as chief camera- 
man. Harry Yingling. who has been 
associated with Mr. Quaid for three 
years, also joined Trans%lm as an 
Both will 
filins and 


assistant cameraman. 
work on non-theatrical 
television commercials. 

For the past 17 years, Dave 
Quaid has been a freelance photog- 
rapher and has established a repu- 
tation for his outstanding color mo- 
tion pictures, of which he has more 
than 100 to his credil. Three of his 
more recent films have won awards: 
The Prodigal Son, at Edinburgh in 
1949, A Fair Day's Work, at Cleve- 
land in 1950, and Via The Port of 
Vew York, at Bosion in 1954, 


Printers of Distinctive Hot-press 


TYPE TITLES 


4.6688 
524 West 25th St 


York 1, N.Y. 
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While every other tape recorder is made 
essentially for carefully-handled home 
playing .. . this new “Classic” model by 
Ampro is designed and quality-built for 
use at work... your kind of work. 
Bone-hard, glass-smooth plastic finish 
sides are girdled by rubber guard rails. 
Entire case is scuff-scratch-stain resistant. 
There's nothing else like it in the world! 


THE AMPRO 
“CLASSIC” 


e Two Speeds (7} i.p.s. for high fidelity; 
3} i.p.s. for long play) 


* Automatic Selection Locator 
© Electro-magnetic Piano-Key Controls 
* Safety Tab . . . prevents accidental erasure. 


Super Stylist “10” 
16mm SOUND PROJECTOR PRESENTS A 

TWO WAY APPROACH TO THE MIND 

Crystal-clear sound and vividly brilliant pictures 

combined as only Ampro engineering can com- 


bine them! Remember: the only thing better 
than a picture is a picture that moves and talks! 


* 10-inch Alnico-5 P.M. Speaker 

* Powerful 750-1000 watt lamp 

* 2-in. super-coated f/1.6 lens 

* Operates at both sound and silent speeds 


AMPRO CORPORATION 
2835 N. Western Ave., Chicago 18, Illinois 


THESE OUTSTANDING 
TEACHING AND TRAINING AIDS 


Gentlemen: 
ARE AVAILABLE FROM YOUR AMPRO AUDIO Please send complete literature and information 
VISUAL DEALER. CALL ON HIM as follows: 


FOR ALL YOUR A-V NEEDS. 


LOK ind tein 


[| Ampro Super Stylist 16mm Projectors 
|} Ampro “Classic” Tape Recorder 
{_] Name of my Ampro audio-visual dealer 


Name___ 


Institution. 
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Latest in animation camera stand equip 
ment s this electrica y-contr ed unit 
just installed in the New York studios of 


Transfilm Ine by Caesar Saltzmar Ine 


Electronic Controls Guide New 
Transfilm Animation Camera Stand 
Transfilm Incorporated re- 
cently added a specially designed 
animation camera stand to its film 
production equipment. Installed, the 
stand cost $30,000. It is operated 
electrically via a control panel and 
enables the cameraman to shoot ani 
mated sequences in a fraction of 
the time required by conventional 
stands. A viewer enables the opera- 
tor to observe his work every step 
of the way, an innovation absent on 
older models, The stand may be 
used with l6mm or 35mm cameras 
Every moving part of the stand 
has an automatic counter so that all 
moves may be recorded and revi 
sions may be made without retakes 
of the complete sequence, In addi 
tion to the time saving of the stand 
itself, certain effects, zooms in par 
ticular, may be accomplished with 
a minimum of art work. For 
example, via some old stands, a zoom 
may require one or two days of art 
preparation and many differently 
scaled drawings of the same picture. 
A zoom on the new stand requires 
only one picture which may take 
three hours of art preparation. 
The stand was engineered and 
huilt by Caesar-Saltzman, 480 
Lexington fvenue, New York City. 
Biltmore Productions Opens N.Y. 
Studios for Television Pictures 
Biermore Propuctions Corr. 
has opened a new building at 66 
Kast 4th Street, New York, which 
contains four studios, said to be 
among the largest in the East, for 
television film production, Biltmore 
will use the studios this fall to pro- 
duce 79 half-hour musicals. In ad- 
dition to using the studios for its 
own production work, the company 
will make the four sound stages, 
measuring 50 by 140 feet, 50 by 
100 feet, and 50 by 65 feet, and 50 
by 65 feet, available to other pro- 
ducers on a rental basis. 


ALONG THE PRODUCTION LINE 


Ansco Enlarges Its Eastern 

Color Film Processing Plant 

* Increasing demands of industrial 
and educational motion picture 
makers for prints on color dupli- 
cating film by contact and redue- 
tion (35mm to l6mm) have 
prompted Ansco to increase pro- 
cessing facilities at its Union, N. J. 
laboratory. 

With added equipment and mul- 
tiple shift operation, the new set-up 
is planned to double capacity and 
speed service to professional trade 
laboratories and other customers. 
The service provided to the profes- 
sional trade is primarily through 
Eastern printing laboratories with 
a country-wide clientele. 

It is expected that many of the 
existing color motion pictures sched- 


MODEL SW-602 


Technical excellence combined with film 
production facility and economy has earned 
the MAGNASYNC a proud reputation. 
Field-tested under all conditions, the SW-602 
has proven to be a pacemaker in 16mm 


professional sound recording. 


Price: $1275 complete system 
F.0.B. North Hollywood 


Distributed by: 


MAGNETIC RECORDERS COMPANY 


7120 Melrose Ave., Los Angeles 46, Calif.; WEbster 3-5545 


CAMERA EQUIPMENT COMPANY 


1600 Broadway, New York 19, N. Y.; JUdson 6-1420, Cable: CINEQUIP 


Manufactured by: 


MAGNASYNC MANUFACTURING CO., LTD. 


P.O. Box 707, North Hollywood, California 


America’s leading manufacturer ef 


Magnetic Film Recording and Reproduction Devices 


uled for color telecasting will be on 
tv tested Ansco color duplicating 
stock. The new facilities will expe- 
dite processing of these prints. 

3M Co. Announces New Tapes 
for Heavy-Duty Magnetic Uses 

* Two magnetic tapes with a plastic 
base for added strength and resist- 
ance to temperature and humidity 
effects are available, the Minnesota 
Mining and Manufacturing Com- 
pany, St. Paul, Minn., 
nounced, 

Labeled “PE” backing, the plas- 
tic base is designed for use in dic- 
tation recorders, endless loop-tape 
machines, high speed industrial and 
scientific recorders and other uses 
where exceptional durability — is 
needed. 


has an- 


The two “Scotch” brand magnetic 
lapes—now provided on high- 
strength polyester backing as well 
as on conventional acetate backing 

are No. 111 and “High Output” 
No. 120. 

Cost of the No. 111 AM magnetic 
tape with “PE” backing and stand- 
ard red oxide coating is $9.75 for 
a 1200-foot reel. No, 120 AM tape 
with “High Output” magnetic oxide 
lists at $10.75. 

The “PE” backing is said to have 
a tensile strength enabling the '%- 
inch-wide tape to withstand a 9- 
pound pull as compared to a 5%,- 
pound pull possible in acetate: it 
has less than 1/10 the elongation 
or shrinkage of acetate tape under 
extreme changes in temperature and 
humidity. 

The new silicone 


dry-lubricated” 
tapes are available in standard 14- 
inch width on 1L'-mil “PE” back- 
ing in 600-, 1200-, 2400-. and 4800- 
foot lengths through dealers han- 
dling “Scotch” brand magnetic 
products. 


“Tougher” du Pont Film Base 
Available in Limited Quantities 

* Limited quantities of a “tougher” 
du Pont safety film base are now 
available commercially as leader 
material only for motion picture 
processing. Called “Cronar.” the 
polyester base has been produced in 
experimental quantities since 1952 
in an E. I. du Pont de Nemours & 
Company pilot plant at Parlin, New 
Jersey, where a commercial plant 
is under construction. 

Cronar is described as several 
times tougher than present types of 
safety film base and as having much 
greater dimensional stability and 
equal flame resistance. It is be- 
lieved to be especially well suited 
to motion picture film, graphic arts 
film, and microfilm. It is also said 
to have better storage and aging 
characteristics than conventional 
film base. 

The greater toughness permits 
the thickness of motion picture film 
to be reduced from the standard 5.5 
mils to 4 mils (.0055 to .004 
inches), making the base much 
thinner. This will reduce shipping 
weight and storage volume per foot 
of film. A reel which holds 2,000 
feet of ordinary 35mm motion pic- 
ture film will accommodate 2,700 
feet of film made on Cronar base. 
with the weight remaining approxi- 
mately the same. 

Several hundred thousand feet of 
sensitized Cronar film base have 
been tested and evaluated in co- 
operation with the Motion Picture 
Research Council and motion pic- 
ture and tv companies. 
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New Kodak “Tri-X"" High-Speed 
Films Boon to Industrial Users 

* To help industrial and other | 
photographers to beat poor lighting 


conditions, the Eastman Kodak For darkened rooms, “a 
Company has developed two high- ee 9 
speed movie films. ate’ New RADIANT Educator 

film types are Pri-X with full height adjustment ADJUSTS 


Panchromatic Negative Film, said 


WHE 
to equal the quality and speed of | For classroom or auditorium... with or without plat- an ~ 
the newest and fastest sheet films. form or stage the Radiant Educator can be quickly set rps 
and the Cine-K TeX CP up for perfect visibility. A touch of the toe and the extra 110° HIGH 
and the Cine-Kodak Tri-X C-P Re- 7 

al Fil Both fil sturdy tripod legs fly open. The 70° model adjusts from 
versal Film. Both films must be | only 914” from the floor to a height of 110"... and is 
processed by the user or a commer- | easily adjustable to square sizes for slides, rectangular 
cial laboratory. sizes for movies. Fully guaranteed for 10 years. 


Tri-X Negative Film, with twice | BRIGHTER, MORE BRILLIANT PICTURES, TOO! 
the speed of Super-XX Negative, is 


expected to have wide applications The “Educator” features Radiant's 
in filming newsreel type shots, new, improved ‘Perma-White” 
photographing scenes on dark days, 5 Processed Vyna-Flect glass beaded 
fabric to guarantee the most perfect 

picture projection possible. And this 


and nighttime exteriors or pictur- 


ing large interiors under existing Vyna-Flect is mildew-proof, flame- 
light conditions when auxiliary proof and washable. 
Tri-X C-P Reversal Film will be | 


used in situations requiring mul- 
tiple prints and extremely rapid 


| | ~ 4 
processing at high temperatures. 
While not as fast as the negative | len ye W 


film, it has 50 per cent greater speed a’ 
than Cine-Kodak Super-XX and is | 


A 


of medium graininess. 
The negative film is available in | 
16mm safety film and 16mm sound 
recording safety film in 100 and 
200-foot rolls on camera spools. 
The 100-foot rolls are priced at 4 Ky 
$3.80; the 200-foot rolls, $6.35. . 
The reversal film is available in 
16mm safety and sound recording 
film in the same lengths at $4.85 
and $8.25 and in a 400-foot dark 
room loading at $15.45. 


For lighted rooms, 
New RADIANT “Classroom” 
with full 90° viewing angle 


Projecting in lighted rooms is no longer a problem. 
The advanced design of the Radiant “Classroom” 

Screen has proven its ability to show bright, clear 
pictures in daytime or under artificial ae. Doubles 
the efficiency of visual aid programs .. . eliminates the 
need for costly room- -darkeniag equipment in most 
classrooms, The screen surface is unbreakable. 


Brilliant, clear pictures which werguawodins 
can be seen throughout a full ( 


Film Counselors Enlarge N.Y. 

Quarters; Add Preview Theatre 

* Concurrent with its 8th anniver- 
sary, Film Counselors, Ine. has 
tripled its office space at 500 Fifth 
Avenue, New York. As a part of its 
expansion, the motion picture and 
television planning and production 
agency has designed and constructed 
a theatre on the premises. It is 
considered to be one of the most 


fully equipped private theatres in 90° apne angle poe 
New York and is for the exclusive 
use of business and TV film sponsors. ‘ 
a FREE! Send Coupon Today for detailed specifica- RADIANT MFG. CORP. 
‘PHOTOSTATS tions on these two outstanding Radiant Projection Screens. 
es, t to get tory of the two re- 
Illustrated, descriptive circulars and price lists will be sent | | 
without obligation. | “Educator” and “Classroom” Screens. | 
| | 
| | 
j City J Lone a 
BLACK RADIANT rojection Screens | My dealer's name is 
Another NEW addition to the Radiant Manviacturing Corp. 1225 5.Talman + Chicago &, Ilinols ~~~. ~~~ — 4 


many services offered by 


ADMASTER PRINTS, inc. 


1168 - 6th AVENUE, N. Y. 
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scratch removal 


IS OUR ONLY BUSINESS! 


We pioneered in the business of restoring scratched and damaged 
film. We believe this is an important service to you. It is our only 
specialty. 


Our exclusive RAPIDWELD process chemically reconditions film 
80 that imperfections like scratches, ‘rain’, oil-stains and brittleness 
disappear—your film gets a new lease on life! 


Our customers tell us it's magic, and we are grateful for their 
flattering letters. But, above all, we are proud that our work has 
earned their continued confidence. They know that each shipment 
of precious originals, negatives and prints will receive our metic- 
ulous treatment and expert care at surprisingly low cost. 


Business Screen readers are among our best customers, some old 
friends, some new. To list only a few: Aetna Life, Bell Telephone, 
Am. Medical Assn., Nat. Audubon Soc., NBC-TV, CBS-TV, ABC. 
TV, Ziv TV, Alcoa, Am. Can, Am. Cyanamid, Ford Motor, Gen. 
Electric, IBM, Pan Am. Airways, United Airlines, E. lL. duPont, 
U.S. Steel, Penn. Water & Power, Swift, Ansco, Eastman Kodak, 
George W. Colburn Lab., Ace Film Lab., Caravel Films, Color 
Service, Jam Handy Org., Mecca Film Lab., Precision Film Lab., 
Sarra, Transfilm, Warner Bros,, United Artists, Paramount. 


16 and 35 mm 


ORIGINALS NEGATIVES KODACHROMES PRINTS 
RAPID FILM TECHNIQUE, INC. 


established 1939 
21 West 46th Street © New York 36, N. Y. ¢ JU 2-2446 


re 


» 


Let a Selectroslide present your sales message — illus- 
trate your training program — dramatize your reports. 
It's operation is completely automatic, or can be operat- 
ed by remote control. 48 Slides in story-telling sequence 
repeat over and over when necessary. The superb 
1000-watt projector produces large brilliant images in 
the largest auditoriums. Completely portable, Selectro- 
slide is easy to operate, effective to use. Select the 


best — Selectroslide. 


Write for 
Information 


‘ 


2201 BEVERLY BOULEVARD 
LOS ANGELES 4, CALIFORNIA 


PICTURE PARADE 


PAA Adapting Burton Holmes 
Films for Television Release 

* Pan American World Airways 
is preparing two new half-hour 
films for television use. Photo- 
graphed in over a score of global 
locations, the films were originally 
made by veteran travel lecturer 
Burton Holmes a number of years 
ago. The new versions are being 
produced by Frederick Watson, 
edited by Jean Oser, and written 
and narrated by Newton FE. Mel- 
zer. After TV release in November, 
the films will be made generally 
available to all interested audiences 
in both color and black and white. 


Psychology of Color in Films 
Interests Golden Key Productions 
* Go_pen Key Propuctions, Holly- 
wood, organized two years ago, has 
as one of its main goals the effective 
and planned use of color in films. 
Planned color, according to Dr. 
Gene Spiller, president of Golden 
Key, means a dynamic use of hues 
and color saturations according to 
the psychological reaction desired. 
One of the areas in which such 
use of color is particularly important 
is in the fields of nutrition and agri- 
culture. Accordingly, the company 
has concentrated its early produc- 
tion on films in the nutritional field. 
A Story of Whele Grain Breads 
sponsored by the Oroweat Baking 
Company, telis the story of the wheat 
kernel and its importance in the 
making of bread, and is very effec- 
tive in making the golden colors of 
the wheat and bread play an im- 
portant part in the film’s message. 
Golden Earth sponsored by Mikolite 
Products Company, stressing the im- 
portance of soil conservation, plays 
on the contrast of “green fertility” 
versus “pale brown aridity”. 


Dr. Spiller, has done extensive 
research as well as production work 
intended to develop new color ideas 
and theories. He is doctor of chem- 
istry as well as having a masters 
degree in cinematography. He has 
also published articles on the use of 
color. He believes that thru concen- 
tration in the field of color produc- 
tion, his company can perform a 
specialist's function in the industrial 
and sponsored film field. 

* + 


Trainer Film, ““Man to Man,” 

Analyzes Hospital Psychiatry 

* How patience—the password of 
psychiatry rescue the men- 
tally ill is exemplified in Man to 
Van, a new 30-minute black and 
white film sponsored by the Mental 
Health Film Board, the governments 


of Alaska, New Jersey and Michi- 
gan. 

Psychiatric patience is seen in 
practice as a team effort captained 
by the psychiatric aide whose wise 
sympathy heals by direct, intimate 
friendship with the patient. The 
aide’s man to man relationship is 
supported by the hospital staff 
whose case-knowing care forms an 
atmosphere of compassion which 
helps the unbalanced see his neigh- 
bors anew. 

Peopled with a real hospital staff, 
the film builds its theme in the 
dramatized case of an elderly man 
who does not feed himself and will 
not speak. 

As the psychiatric aide slowly 
reaches and wins the withdrawn 
man, the film shows the vital, dis- 
tinctive function and the qualities 
of the good psychiatric aide. It also 
shows that with good care and treat- 
ment the mentally ill can be re- 
turned to health; the value and dis- 
cipline of the team approach: how 
a good mental hospital operates. 

Produced by Affiliated Film Pro- 
ducers, Inc., Man to Man is the 
third in the Board’s Professional 
Education Series. It was written by 
Irving Jacoby and Jack Neher, 
directed by Richard Leacock. 

Contemplated uses of the film in- 
clude training new psychiatric 
aides, orientation of other hospital 
employees and volunteer workers. It 
may also be used as a supplementary 
teacher in courses for nurses, occu- 
pational and recreational therapists, 
social workers and students in medi- 
cine, psychology and religion; as a 
recruitment aid and as a public edu- 
cator on the subject of mental ill- 
ness and treatment. 


DUPLICATING 


FRANK HOLMES LABORATORIES 


7619 SUNSET BOULEVARD 


LOS ANGELES 46 CALIFORNIA 


WRITE FOR PRICE LISTS D,F.&S 
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THE MYTH 
OF PRICE 
RESISTANCE 


For the average salesman nothing is 


more real — or more troublesome — 
than price resistance. 


How many times has a salesman of 
yours said: ‘| could sell more if only 
our prices were lower!!"’ 


Yet he’s wrong, dead wrong. 
He believes a myth. A myth that sales 
are lost because his price is too high. 


Price is never the sole factor in a 
turn-down. 
We know it .. . you know it. If only 
he knew it. 


Yet he can when he realizes that 
price is relative to value. Dispel the 
myth of price resistance with: 


“PRIDE IN PRICE” 


part of the outstandingly suc- 
cessful sound slide program... 
AGGRESSIVE SELLING 


You may obtain a preview 
without obligation. 


Write for details. 


Locket Pictures 
INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 
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Eugene Gregg Elected President 
of Westrex Corp. in New York 
Eugene S. 
elected president of Westrex Cor- 
poration, succeeding Frederick W. 
Bierwirth who retired from the of- 
fice August 31. Mr. Gregg has been 
vice president and general manager 
of the corporation since 1941. 
Westrex, with headquarters in 
New York. handles the sales, dis- 


Gregg recently was 


tribution and service of motion 
picture sound recording and _ re- 
producing equipment for studios 
throughout the world and theatres 
outside the United States and Cana- 
da. The firm also distributes com- 
munication and _ related 
equipment. 

Mr. Gregg moved toward this 
field in 1926, joining the Western 
Electric Company as statistician. 
In 1929, he went to London as ex- 
port manager for Electrical Re- 
search Products. Inc., a former sub- 
sidiary of Western Electric. He 
became general foreign manager 
of this organization in 1938, 

Mr. Gregg is president and a di- 
rector of Westrex Corporation’s for- 
eign subsidiary companies. 

* 


electrical 


Herschman Appointed Ad Chief for 
Radiant Manufacturing Corporation 
* Henry S. HerscuMan has been 
named advertising manager of 
Radiant Manufacturing Corp., Chi- 


cago, manufacturer of projection 
screens. 


Before joining Radiant, Hersch- 


1954 


EXECUTIVE 


man was advertising and sales pro- 
motion manager for various Chi- 
cago industrial firms and mail order 
\. Wertheimer, executive 
vice-president commented, “His 
many years of experience have well 
equipped him to handle our steadily 
increasing advertising activities.” 


houses. 


National Carbon Names Chapman 
Industrial Products Sales Chief 

Appointment of C. J. CaapmMan 
to the position of general sales man- 
ager, Industrial Products, was re- 
cently announced by the National 
Carbon Company, a division of 
Union Carbide and Carbon Corpo- 
ration. 

Mr. Chapman will be located in 
the general offices in New York to 
direct sales activities on the Com- 
pany’s carbon and graphite elec- 
trodes, projector carbons, carbon 


brushes, signal cells and chemical 
and metallurgical carbon products. 

Mr. Chapman joined National 
Carbon in 1936 as a salesman in 
the Eastern District and was named 
Chicago District Sales Manager in 
1951, the position he held until his 
present appointment. 


Heads Beseler Visual Products 

* Joun T. Woctom has been ap- 
pointed president of Beseler Visual 
Products, Inc., 210 East 23rd Street, 
New York, it was announced last 
month by J. F. Brady, chairman 
of the board. 

Mr. Woglom is a guest lecturer 
in visual aids at New York Uni- 
versity School of General Education 
and consultant on visual aids to 
General Electric Corporation. He 
was formerly visual aid instructor 
in the Navy. 


S.V.E. Names Elgin Wollman 

Midwest District Sales Manager 

* Elgin Wollman has been ap- 
pointed Midwest District Sales Man- 
ager of the Society for Visual Edu- 
cation, according to an announce- 
ment by John C. Kennan. Vice 
President and Director of Sales. 


PROMOTION! 


Only thru the development of 
ability in your employees will they 
become more valuable to you. 
Much depends upon your super- 
visors. 


How well do they delegate author. 
ity? 

How well do they prepare em- 
ployees for promotion? 


The answers to these questions 
spell out how well your supervisors 
are developing people in your 
organization. 


Show your supervisors how to do 
this job with: 

“PROMOTIONS, 
TRANSFERS AND TRAINING 
FOR RESPONSIBILITY” 
part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 

includes: 
@ “THE SUPERVISOR'S JOB" 


@ “INTERPRETING 
COMPANY POLICIES” 


@ “SUPERVISOR AS A 
REPRESENTATIVE OF 
MANAGEMENT" 


@ “INDUCTION AND JOB 
INSTRUCTION” 


“HANDLING 
GRIEVANCES” 


@ “MAINTAINING 
DISCIPLINE” 


@ “PROMOTING 
COOPERATION" 


You may obtain a preview 
without obligation. 
Write Dept. S for details. 


Rocket Pictures 
INC. 


6108 SANTA MONICA BLVD. 


HOLLYWOOD 38, CALIFORNIA 
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Now... 

two great libraries 
brought together. 

One central source for 
film footage for motion 
picture or 

television use. 


STOCK 
FOOTAGE 


Over 30 million feet of completely 
cross-indexed film is available 

to you in the combined libraries 
of the NBC FILM DIVISION and 
the MARCH OF TIME. 

You'll find every conceivable subject, 


excellent service, and reasonable prices. 


For catalog and price list, call or wire 


NBC FILM DIVISION 


Film Library + 105 East 106 Street, New York + Circle 7-8300 


PROJECTION TABLE 


FOR ALL PROJECTORS 


Takes any machine — 16mm, 
filmstrip, slide or opaque 


@ ALL STEEL 


Rigid frame; Welded gussets 


@ LARGE 3” CASTERS 


Ball bearing; Lock in place 


@ LIFETIME BEAUTY 


Olive gray; Baked enamel 


READY TO USE 


All assembled; No extra costs 


SEND FOR CATALOG 


Complete film equipment 


Model T-200X-C (shown) « 
speaker shelf and extra 
utility shelf 
Size: 16” x 30” x 36” high $42.50 
Model T-200-C speaker shelfonly $39.00 


PRODUCTS CO 


330 W. 42nd St., New. York 18, N. Y. 


E THE PERFECT 


People 


News of Staff Appointments Among the Producers 


Richard F. Reynolds Appointed 
General Manager of Cinecraft 

* F. Reynowps has been 
appointed general manager of 
Cinecrart Propuctions, Inc., 
Cleveland, acording to Ray CuLiey, 
president of the company. 

For several years, Reynolds di- 
rected motion pictures, television 
and radio activities in the Cleveland 
office of Fuller & Smith & Ross, 
Inc., national advertising agency. 
He returns to Cleveland from the 
agency's Chicago office where he 
has been a senior account executive. 

Reynolds won recognition for 
creating new training, film produc- 
tion and film utilization techniques. 

As a Lieut. Commander in World 
War II, he was a Naval photog- 
raphic officer in charge of commer- 
cially produced Navy training films. 
Special arrangements of the 1955 
program are also contemplated to 
permit attendance of business audio- 
visual users at the Trade Show dur- 
ing special periods when dealers 
have completed their visits. 

Edward L. Rasch Manages 
Disney 16mm Div. in East 

* Edward L. Rasch has been named 
Eastern Manager of the Walt Dis- 
ney Studio 16mm Film Division. 
In his new post Rasch will super- 
vise the Disney school leasing pro- 
gram in the 
handle the specialized use of Dis- 
ney theatrical films by industrial 
and business firms. 

Mr. Rasch for a number of years 
was in charge of motion picture 
production and distribution at the 
Institute of Life Insurance in New 
York City. He joins the Disney 
organization at its Eastern head- 
quarters, 477 Madison Ave., New 
York. 


* * 


eastern states and 


Frank Holmes Laboratories Names 
Baskerville as General Manager 

Harry Baskervitte, Jr. has 
been chosen as general manager of 
FRANK Hotmes INc.. 
Los Angeles, according to Frank A. 
Holmes, president. 

Baskerville has long experience 
in the field of color photography 
as an instructor and free lance pho- 
tographer. His course in color pho- 
tography has been popular at the 
University of Southern California 
since before World War IL. 

Frank Holmes Laboratories spe- 
cializes in color film duplicating. 
working slide duplicates, film strip 
masters and prints. 


* 


Alan Lee to Kling Studios 

* Aan S. Lee has joined the staff 
of Stuptos, Chicago as a 
writer-director. 

Previously Mr. Lee was an in- 
dependent producer in Chicago. He 
has produced industrial films for 
American Brake Shoe Co., Packard 
Motors, Roebuck and the 
Wabash Railroad. From 1946 to 
1952 he headed the industrial film 
department of Sears Roebuck and 
Co. 


Sears 


Dallas Jones Selects Aberg 

as Business Film Writer 

* Gilbert Aberg, a new addition 
to the staff of Dallas Jones Pro- 
ductions, returns to the film indus- 
try as a writer specializing in busi- 
ness communications. 

Formerly a writer director for 
Encyclopaedia Britannica Films. Mr. 
Aberg has aquired experience in 
communications outside the film 
industry. Recently he left the pack- 
aging field as a merchandising di- 
rector and has been a_ textbook 
editor with J. B. Lippincott Co. 


Murphy McHenry to 

Transfilm, New York 

* A new account execu- 
tive on TV commercials 
and industrial films at 
Transfilm, Ine., New 
York, is Murphy Me- 
Henry. A former news- 
paper man and executive 
editor of Fawcett Publi- 
cation’s movie maga- 
zines, Mr. McHenry was 
previously with Produe- 


tions on Film. Ine. of 
Cleveland. 


TRADE AND TRAVEL FILMS 
WORLD TODAY 


to stimulate understanding 


Alfred T. Palmer 


130 Bush Street 


of the 


and goodwill among 
all peoples. 


Productions 
San Francisco 4 
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NEW PRODUCTS | 


The Latest in Projection, Production & Recording Equipment 


3-D Automatic Slide Projector 
Introduced by Spindler & Sauppe 
* The 3-D Selectroslide is the newest 
addition to the line of automatic 
slide projection models manufac- 
tured by SpinpLer & Sauppe. In- 
corporating all of the time-tested 
automatic projection principles of 
previous Selectroslide models, the 
new 3-D Selectroslide permits auto- 
matic projection of stereo pictures. 

The 3-D Selectroslide is available 
separately or as a Special 3-D Op- 
tical Unit which will convert any 
standard No. 300 Selectroslide into 
a stereo projector. The stereo pic- 
tures, which may be taken with 
almost any standard stereo camera, 
need a special mounting which can 
be done by use of the special 
Spindler & Sauppe Stereo Align- 
ment Kit. Then they are projected 
by a special split condensing system 
projecting two separate pictures 
through two lenses, using one 750 
or 1,000 watt lamp. The 3-D 
Selectroslide may be used, as is true 
of other Selectroslides, either for 
completely automatic projection, or 
for remote control projection by 
speakers, lecturers, etc. 

For further information about the 
3-D Selectroslides or the 3-D Optical 
Unit, write Spindler & Sauppe, 2201 
Beverly Blvd., Los Angeles 4, Cali- 
fornia. 


500-Watt Soundview Projector 
has ‘Round-the-Room Control’ 
* A “built-in” mechanism for push- 
button control of stripfilm from 
any point in the room is a feature 
of a new 500 watt Soundview Pro- 
jector which the manufacturer re- 
gards as “several years ahead of 
the industry.” 

The most popular model of the 
Soundview projector line is said 
to be the PS65F. 


control, the 


Besides remote 


new projector is 


equipped for 2 x 2 and bantam 
slide carrier operation. The 9- 
pound unit is offered with a choice 
of 3” and 7” focal length lenses. 

The Soundview Projector is cooled 
by a 4 blade fan and is claimed 
to have high optical standards with 
optimum light output. 


Two Improved Sound Projectors 
Strengthen Kodak 16mm Line 
* Entering the Kodascope Pageant 
Sound Projector 16mm line-up this 
fall are two improved models built 
for wide-range action, the Eastman 
Kodak Company has announced, 
Replacing Model 1 as the stand- 
ard Pageant sound-silent projector 
is new Model 7K2, designed for 
use in business, social and civic 
small auditoriums, 
ing rooms, churches, homes. 
Replacing the AV-071 is new 
Model AV-072 which features a 
“Plus-40" shutter. Designed for 
sound use only, this machine's illu- 
mination solves the hard-to-darken- 
room problem, the manufacturer 
says, making the projector espe- 
cially valuable in classroom use. 
Both new models include such im- 
provements as attached reel arms 
to speed set-ups; built-in loop form- 
ers. Both are 7-watt units with 8- 
inch speakers built into a single 
case. 
The two models have the projec- 
tion features common to all six 
Pageant projectors 


groups. meet- 


permanent 
pre-lubrication, nylon gears, non- 
skip pulldown mechanisms, low 
speed gear operation, built-in case 
construction. 

* 
Colormaster, 1955 Screen Model, 
Announced by Radiant Mfg. Corp. 
* Described as “completely new,” 
the Radiant Colormaster is the first 
of the 1955 model projection screens 


(CONTINUED ON NEXT PAGE) 


COLOR SLIDEFILMS 


FOR INDUSTRY 


COLOR FILMSTRIPS 


FOR EDUCATION 


Specialized equipment and the know-how of a group of specialists who 
have produced over 450 color films. If you have a production problem, 
contact Henry Clay Gipson, President . . . 


FILMFAX PRODUCTIONS, 10 E. 43, N.Y. 17, N.Y. 
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* DOCUMENTARY 
* TRAVEL 

SPORT 

CONSERVATION 
WILDLIFE 


CHELMSFORD 
MASSACHUSETTS 


“To Conserve Our Heritage’’ (Minneapolis-Moline Co.) 
First Award —1954 .Boston Film Festival 
Medal Award—freedoms Foundation 


* * 


“Boston: City of Yesterday and Tomorrow"’ 
1954 Boston Film Festival 
1954 Cleveland Film Festival 


Hoty itm [ompany 


CHEE Distributors and Manufacturers of Professional Motion Picture Equipment 


y) 35 
EDITING EQUIPMENT 


@ SOUND READERS 
@ SYNCHRONIZERS 


@ FILM RACKS 
MULTI-PURPOSE 
@ FILM BINS REWIND 
@ ROBOT Il AUTOMATIC SPLICER 
@ CUTTER’S GLOVES 
@ EDITING TABLES 
@ REELS — CANS — FLANGES 
TIGHT WIND 


Write for free catalogue and price list! 


9 6 SEWARD STREET . 


HOLLYWOOD 38, CALIFORNIA 
HOllywood 9.1657 + HOtlywood 4-7191 
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NEW & USED EQUIPMENT 


For Motion Picture & TV Film Production 


FEB 


—for all cameras — 


Auricon-Pro . . . Maurer... 
Cinevoice . . . Cine Special 
Filmo ... Bolex .. . Eyemo . . . with 
magatine & motor... Arriflex 16. . 
Arrifies 3%. . . all still cameras . . view 
cameras. 
A BRAND-NEW, MODERN TRIPOD .. . pre- 


cision engineered and designed, ruggedly con- 
structed for long and satisfactory service. 


# SUPER-SMOOTH, fluid friction pan and filt 
head 


+ TELESCOPING, two position, offset panhandle, 
for adjustability to your length requirements 
left or right hand use; offset for greatest 
comfort and convenience 

KNURLED caomera-tightening knot externally 
operated by angie gears for fumble-free, 
maximum tightening 

# PRECISION ENGINEERED positive pan & tilt 
locks for utmost in rigidity and safety. 

SUPERB, SEASONED, solid hardwood legs, fin 
ished for smooth, non-sticking telescoping ac 
tion 

4 REMOVABLE friction head for easy mounting 
on baby tripod or hi-hat 


SPRING-BALANCED HEAD, adjusted to your 
camera availiable at extra cost FREE: is first 100 buyers 
HEAVY DUTY FIBRE CARRYING CASE 


HEIGHT; 41” to 75” 360 pan; 90° tilt. 


FINEST WORKMANSHIP AND MATERIALS 


5 YEAR UNCONDITIONAL GUARANTEE... LIST PRICE: $135.00 


 FLORMAN & BABB 


70 West 45th Street, New York 19, N.Y. 


Phone: Murray Hill 2-2928 
Cable Address — FLORBABB, N.Y. 


First Aid Film 
Wanted’ 


Including the new back-pressure, arm- 
lift method of artificial respiration 


This up-to-date film contains all 
of the important information on 
basic principles of First Aid, and 
also demonstrates new artificial 
respiration method approved by 
the American Red Cross. 

The only cost for this 34-min- 
ute 16-mm. sound film is return 
postage, 


| Education Department | 
| Joh & Joh » New Brunswick, N. J. | 
| Please send me information on the film “Help Wanted.” | 
| Name | 
| Address 


(CONTINUED FROM PAGE 57) 
made available by the Radiant 
Manufacturing Corp. of Chicago. 
Three outstanding features of the 
new screen are center-mounted, 
patented Tension Control, an All 
Metal Spring Roller, and a lever 
operated fabric lock —- designed for 
trouble-free operation. 

These features combine to make 
the “color fleet” screen fabric, a 
special silver treated material, the 
ideal color projection surface—‘‘flat 
as a mirror and tight as a drum” 
the manufacturer says. The all- 
purpose color screen is a portable 
tripod model with an automatic 
“tip-toe” leg-opening device. 

The Colormaster screen ranges 
in size from 30” x 40” through 
50” x 50”. Each screen is supplied 
with a beautiful dust-proof zipper 
carrying case without extra charge. 

% 
Kalart's Craig Projecto-Editor 
Designed to Make Sales Points 
* Salesmen and technicians will 
be interested in a new “theatre-at- 
your elbow” commercially known 
as the Craig Projecto-Editor, pro- 
duced by the Kalart Company, Inc., 
Plainville, Conn. 


The Projecto-Editor combines in 
a single unit a motion picture table 
viewer and a complete movie film 
editor. Models are designed for 


either 8mm or 16mm with carry- 
ing case. The small 1014 pound 
device is recommended for use by 
those wishing to preview a film 
before projecting it to larger 
groups. It will also serve as a sales 
or lab aid, providing quick illus- 
tration of the matter under dis- 
cussion, the manufacturer points 
out. 

The nnit sets up in 60 seconds 
for normal light showings on a 
x 414” screen. Working with 
a 400’ reel capacity, the Craig 
may be used for fast or slow mo- 
tion effects, repeated running of 
individual scenes. In frame-by-frame 
examination, the film is safe- 
guarded by convection cooling. A 
high speed rewind spindle is geared 
1 to 1 for fast rewinding. The pro- 
jector is illuminated by a 75 watt 
projection lamp-precision system. 


Vista-Vision Cameras Nearly 
Ready, Manufacturer Says 

* Vista-Vision—-a new camera 
designed and manufactured by the 
Mitchell Camera Corporation — is 
in production and will be delivered 
in the near future, the firm has 
announced. First deliveries of the 
Vista-Vision camera will be made 
to Paramount Pictures Corpora- 
tion. 

Because of the interest the mo- 
tion picture industry has expressed 
in Vista-Vision, it is expected that 
the new camera will be used by 
a number of other studios. 

Mitchell Camera Corporation, 
which manufactures 35mm_ and 
16mm _ professional motion picture 
cameras and other equipment rang- 
ing from high speed units to back- 
ground projectors, is located at 666 
West Harvard St.. Glendale 4, Cali- 
fornia. 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., 
Cleveland 3, Ohio 


For Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 
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Kodaslide 


‘Signet 500” Projector 
Signet 500 Uses Both Single 
Frame Filmstrips, 2 x 2 Slides 


* Both single-frame filmstrips and 
2x2 slides may be shown on the 
Signet 500, a new Kodaslide pro- 
jector recently introduced by East- 
man Kodak. It is adaptable for use 
by industry, civic and school or- 
ganizations. 

Conversion from one use to an- 
other is said to be simple and swift: 
a single screw permits interchange 
of the filmstrip adapter and slide- 
feeding mechanism. 

Easy to load, the Kodaslide film- 
strip adapter is designed to protect 
the filmstrip from scratching. The 
image portion of the strip is un- 
touched as it moves through the 
projector. Glass pressure plates 
which hold the film separate before 
it advances to keep the strips free 
of scratches. A Geneva mechanism 
advances the filmstrip. The film can 
be reversed to show previous 
frames. It has a special rewind for 
rapid, cinch-free rewinding and re- 
placing the strip into its can. 

A semi-automatic take-up changer 
can be interchanged with one Film- 
strip Adapter to ready the unit for 
2x2 slide projection. Slides are fed 
singly, from the top of the projector. 
After each slide is projected, it slips 
into a receiving box which accepts 
a group of slides in the order in 
which they were shown, enabling 
the projectionist to file them with- 
out sorting. 


* * 


Smooth Pan, Tilt Promised with 

Florman & Babb Pro-Cine tripod 
* Pro-Cine, a new, medium weight 
tripod has been produced by Flor- 


man & Babb, New Y ork. “Developed 


by cameramen for cameramen,” 
the new tripod was designed with 
emphasis on smooth, controlled pan 
and tilt movements. It is ruggedly 
constructed for rigidity and long 
service. 

Weighing 14 pounds, the 
Cine tripod accomodates the 
con Pro, Maurer, Cinevoice, Cine 
Special, Eyemo and Filmo with 
motors and magazines, Arriflax 16 
and 35mm, Camerette. Bolex and 
all view cameras and still cameras. 

Other advantages of the Pro- 
Cine include: an enclosed friction 
head; two-position, telescoping, off- 
set pan handle, for easy adjustment 
to length requirements; external- 
ly operated, knurled camera tight- 
ening knob, utilizing sturdy angle 
gears; full 90 degrees tilt and 360 
degrees pan action; pan and tilt 
locks with large tightening levers, 
solid hardwood legs, waxed for non- 
sticking telescoping action. 

Victor Animatograph Introduces 
10-Watt Amplifier on Projector 

* A high-quality 10-watt amplifier 
to be used with its l6mm 
projector has been intro- 
duced by the Victor Animatograph 
Corporation, Iowa. 

The new amplifier is a 50-60 
cycle, AC, Class Al, push-pull unit. 
It has a five-tube compliment and 
rectifier. With 21, 
monic distortion throughout 
film range, frequency response is 
within + 2db from 100 to 6000 
cycles. The signal to noise 
a minimum of 40db. 

A special feature of the new unit 
is built-in extra compensating gain 


Pro- 
Auri- 


new 
sound 


har- 


full 


less than 


ratio is 


for proper sound reproduction of 
old and dirty film with opaque 
sound tracks. By turning the 
ume control past “Hi,” 
gain is utilized. Allowing the pro- 
jector to be used as a public ad- 


vol- 
this extra 


dress unit is a microphone-phono- 
graph input. A_ separate 
lamp switch is included. 

All conveniently 
grouped and labeled on a control 
panel at the rear of the projector, 
allowing sound adjustment when the 
projector door is closed, 


WATCH FOR THE BIG NEW 
BUYERS’ GUIDE TO A-V 
EQUIPMENT! 


exciter 


controls are 


35mm Slides-Film Strips-Lantern Slides 


fr SALES PRESENTATIONS 
TRAINING PROGRAMS 


6419 North California Ave * Chicago 45 * Phone AM 2-414] 
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Keep a spare lamp handy 
at all showings 


Nothing will ruin your film presentation faster 

than a projector blackout. So why take chances? 

Stock extra Sylvania projection lamps now. 
Sylvania projection lamps give you the 

bright, life-like pictures you need to 

attract and hold attention, because 

their filaments are especially coiled 

to give a more solid mass of light. 

Sylvania lamps last longer, too. 

Special shock absorbers protect the 

longer filaments of larger lamps from 

projector vibration. There are sixteen 

different Sylvania projection 

lamps for all standard projectors from 

100 to 1000 watts. So order 

Sylvania, and use Sylvania and see the 

bright difference in your screenings. 


“The Projection Lamp 
with the Shock-Absorber”’ 


SYLVANIA 


Sylvonia Electric Products Inc. 
1740 Broadway, New York 19, N. Y., U. S. A. 
LIGHTING * RADIO * ELECTRONICS * TELEVISION 


In Canada, Sylvania Electric (Canada) Lid 
University Tower Bidg 


St Catherine Street, Montreal, P 


tig 


MOTION PICTURE STUDIO 
THEATRICAL e@ DISPLAY 
Rental Equipment 


Wherever you are—~ whatever you 
need... in the way of unusual, spe- 
cialized lighting, call on Jack Frost! 
For movie-making, stage lighting, 
exhibits, for any 
location requiring exceptional light- 
ing, Jack Frost is ready to serve you 
with an unequalled national service 
including complete installation and 
removal wherever you are 


conventions 


Please send me full informa- | 

JACK A. FROST, DEPT. Nome ~ 

234 PIQUETTE AVE. | | 
Detroit 2, Michigan | Address 

OR CALL DETROIT, TRinity 3-8030 Zone Stote 
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The Mark of 
Excellence in 
Commercial Films 


CATE & McGLONE 
Films for Industry 
1521 CROSS ROADS OF THE WORLD 
HOLLYWOOD 28, CALIFORNIA 


MO QUEENSWAY, T 


NTO \9 


previews of the month 


Admiral Corporation Shows the Latest 
in Automation Methods Via New Film 
* A pang of jealousy may start in work-worn 
souls when audiences watch the ease and efh- 
ciency with which robots put together televi- 
sion receivers in a new 13-minute color motion 
picture, Automatic Production, 
sponsored by Admiral Corporation. 

But viewers are 


Automation or 


certain to be materially 
interested in the revolutionary aspects of this 
automation technique and can be expected to 
respect a manufacturing enterprise which is 
able to adapt this method to light precision as- 
sembly. They will be agreeably relieved by the 
film’s commercial modesty. 
film photo-deseribes a 
which automatically con- 
structs 50 per cent of the chassis used in Admi- 
ral television receivers. Production of the film 
has just been completed by Atlas Film Corpo- 
ration, Oak Park, Ill. It was supervised by Marty 
Sheridan, public relations director at Admiral. 
The sponsor adopted an “effacement” policy 
in an effort to gain wider acceptance of the 
film as an information and public service con- 
tribution. No mention of Admiral is made 
the script prepared by John Bancroft and nar- 
rated by Alex Dreier, NBC commentator. Indi- 
rect identification is provided on the back of 
smocks worn by workers and technicians. These 
bear the terms “Admiral Research” or 


The manufacturing 


pushbutton process 


“Admiral 
Television.” 

The film, which also explores the sponsor's 
Chicago research center, will be used through 
dealer and distributor outlets from coast-to-coast 
to demonstrate Admiral’s pioneering in the auto- 


mation field. 
* 


“You Can Win Elections” Shows Citizen 

How Personal Activity Preserves Democracy 
* Grass roots gov’rnment is widely admired in 
the United States and often regarded as our 
own precious invention . . . Yet when national 
or local affairs go awry, a shameful portion of 
shake 
vox popofls like “the 
dirty politicians” 


the electorate their smug heads, make 
damgovmint™ or “them 
then sleep late on election 
morning. 

Riding on two reels into the brigade of 1954 


political bandwagon visuals is a new film which 


recorder for 


motion pictures 
and television. 


STANCIL- HOFFMAN 


1N. Highland Hollywood 38, Calif 


could do much to wake up the somnolent elector- 
ate to their responsibilities and priceless con- 
stitutional opportunities. 

You Can Win Elections, sponsored by the 
Labor Education Division, Roosevelt University 
and the Independent Voters of Illinois and 
produced by Emerson Film Corporation, is the 
sort of eye-opener the tax-paying, griping pub- 
lic could use more of. 

Digesting the pilgrim’s progress of “Arthur 
Barnes,” the viewers can learn to drink their 
coffee early, get out and ring doorbells, go to 
meetings, argue, get insulted and win elections. 
Showing the average citizen how he can play a 
decisive role self-rule when he knows pro- 
fessional political techniques, the film fingers 
out the way to check registration, locate voters 
on the campaigner’s side, get out votes, watch 
the polls and the count. Melvin Douglas nar- 
rates the advice. 

The film is available for purchase or rental 
in black/white or color from Roosevelt Univer- 
sity, Room 620, 430 S. Michigan Avenue, Chi- 
cago 5, Ill. 

American Zine Institute Sponsors This 
35-Minute Picture on Die Casting Methods 
* Approximately 300,000 tons of zinc were used 
in die castings made in the United States last 
year. The metalliferous facts behind this indus- 
trial score supplied the American Zinc Institute 
with documentary ore for a new 16mm color 
motion picture, Die Casting—How Else Would 
You Make It? 

The 35-minute film explains how designers are 
able to shape a better product and reduce costs 
with an important production method. 

Describing the film 
illustrates the range of shapes and sizes possible 
in the method and follows through to the wide 
use of die castings in industry, commerce, trans 
portation and the home. It discusses and evalu- 
ates die casting alloys besides zinc—aluminum, 
magnesium and copper base-—noting the merit 
and adaptability of each in working metal. 

A detailed examination of 45 outstanding die 
castings of all alloys dramatizes the design flexi- 
bility of the process. Design considerations are 
demonstrated by sample castings indicating the 
ways designers use the process to achieve im- 
proved appearance, optimum functional proper- 
(CONTINUED ON PAGE SIXTY-THREE) 


the die casting process, 
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Perfect balance makes the big difference in the terrific 
new Houston-Fearless Cradle Heads! No matter how 
the camera is tilred, it is always in absolure balance... 
resulting in wonderful new ease of operation and 
remarkable new smoothness never before achieved. 

This perfect balance is made possible by the cradle 
action of the head. When the camera is tilted up or 
down, the cradle rotates around a constant center of 
gravity, maintaining positive balance at all times, Added 
weight, such as long lenses and camera accessories, is 
easily compensated for by simply moving the camera 
and the :op plate of the head forward or back by means 
of a lead screw, This adjustment does not require 
loosening the camera hold-down screws. 


HOUSTON | 
FEARLESS — 


"World's Largest Manufacturer of TV Studio 
aud Motion Picture Film Processing Equipment” 


VOLUME 15 ° 


SMOOTHER, EASIER 
TV CAMERA CONTROL 


Ss 
OUSTON-FEARLESS 

F 


The Cradle Head rides on four phenolig-covered ball 
bearing roilers for smooth, quiet, easy tilting. Panning 
is also smooth and easy, accomplished by two precision 
ball bearings in the base, Drag adjustments and brakes 
are provided on both pan and tilt. 

FOR MONOCHROME AND COLOR TV CAMERAS 
The new Houston-Pearless Cradle Heads arc available 
in two types: Model MCH for standard black and white 
cameras, Model CH-1 for the RCA Color TV camera, 

Like all Houston-Fearless products, these new Cradle 
Heads are soundly engimeered and precision built of the 
finest materials to give @ maximum of dependable serv: 
ice. Send the coupon below for complete information 
today. 


THE HOUSTON-FEARLESS CORP. 
11811 W. Olympic Bivd., Los Angeles 64, Calif. 
Send information on Cradle Heads Friction Heods 


ye 


11801 W. OLYMPIC BLYD., LOS ANGELES 64, (ALir. 
620 FIFTH AVE,, EW YORK 20, N.Y, 


C) Remote Control Heads C) Tripods Dollies 
C) Camnra Cranes C) TV Pedestals Film Processors 
Nome = 
Firm — 
Address 
City. lone. Stote - 
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Me, OF 


EASTERN STATES 


CONNECTICUT 


Rockwell Film & Projection 
Service, 182 High St., Hartford 5. 


* MARYLAND 


Howard E. Thompson, Box 204, 
Mt. Airy. 


MASSACHUSETTS 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


NEW JERSEY 


Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


NEW YORK « 
Association Films, Inc., 347 
Madison, New York 19 
Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 
Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 
Comprehensive Service Co., 245 
W. 55th St., New York 19. 


Crawford & Immig & Landis, 
Inc., 265 W. 14th St., New York 
City 11. 

The Jam Handy Organization, 
1775 Broadway, New York. 
Ken Killian Co, Sd. & Vis, Pdts. 
17 New York Ave., Westbury, 

N.Y. 


Mogull, Film and Camera Com- 
ny, 112-114 W. 48th St., New 
ork 19, 


5. O. S. Cinema Supply Corp., 
oU2 W. 52nd St., New York 19. 


Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 


Training Films, Inc., 150 West 
54th St.. New York 19. 

United World Films, Inc., 1445 
Park Ave., New York 29. 


Visual Sciences, 599BS Suffern. 


* PENNSYLVANIA 
The Jam Handy Organization, 
Gateway Center, Pittsburgh 22. 

J. P. Lilley & Son, 928 N. 3rd 
St., Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 
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* WEST VIRGINIA «¢ 


Haley Audio-Visual Service, 
Box 703, Charleston 23. 


Pavis, Inc., 427 W. Washington St., 
Phone 2-5311, Box 6095, Station 
A, Charleston 2. 


B. 8. Simpson, 818 Virginia St., 
W., Charleston 2, PH 6-6731. 


SOUTHERN STATES 


ALABAMA 


Stevens Pictures, Inc., 217 - 22nd 
St., North, Birmingham. 


Lewis M. Stone, Projector Serv- 
ice. “Specialized in Service.” 
1409 Ford Ave., Tarrant City 7, 
Ala. 


FLORIDA « 


Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


United World Films, Inc., 1311 
N. E. Bayshore Drive, Miami. 


GEORGIA 
Colonial Films,71 Walton St., 
N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


United World Films, Inc., 287 
Techwood Drive, N. W. Atlanta. 


* LOUISIANA ¢ 


Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 


MISSISSIPPI 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 
TENNESSEE 


Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A, Broad St., Nash- 


ville. 


VIRGINIA 


Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
51371. 


* ARKANSAS « 


Grimm-Williams Co., 115 W. 
Sixth Street, Little Rock. 


MIDWESTERN STATES 


ILLINOIS « 


American Film Registry, 24 E. 
Eighth Street, Chicago 5. 


Association Films, Inc., 79 East 
Adams St., Chicago 3. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 1. 

Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


United World Films, Inc., 605 
W. Washington Blvd., Chicago 6. 


INDIANA 


Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


IOWA 


Pratt Sound Films, Ine., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


KANSAS-MISSOURI 


Erker Bros, Optical Co., 908 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


MICHIGAN 


Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


OHIO « 
Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati, 
Academy Film Service Inc., 2112 
Payne Ave., Cleveland 14. 
Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 


Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 


The Jam Handy Organization, 
310 Talbott Building, Dayton 2. 


Twyman Films Inc., 400 West 
First Street, Dayton. 

M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES 


CALIFORNIA 


Donald J. Clausonthue Co., 1829 
N. Craig Ave., Altadena 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 


Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 


The Jam Handy Organization, 
5746 Sunset Boulevard, Holly- 
wood 28. 


Ralke Company, 829 S. Flower St., 
Los Angeles 17. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 


United World Films, Inc., 6608- 
10 Melrose Ave., Los Angeles 36. 


Association Films, Inc., 35) Turk 
St., San Francisco 2. 


Westcoast Films, 350 Battery St., 


San Francisco 11. 


¢ COLORADO « 


Dale Deane’s Home Movie Sales 
Agency, 28 E. Ninth Ave., Den- 
ver 3. 


OKLAHOMA 


Cory Motion Picture Equip- 
ment, 522 N .Broadway, Okla- 
homa City 2. 


OREGON 


Moore’s Motion Picture Service, 
33 N. W. 9th Ave., Portland 
9, Oregon. 


United World Films, Inc., 5023 
N. E. Sandy Blvd., Portland. 


TEXAS 


Capitol Photo Supplies, 2428 
uadalupe St., Phone 8-5717, 
Austin. 


Association Films, Inc., 1915 Live 
Oak St., Dallas 1. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


United World Films, Inc., 2227 


Bryan Street, Dallas. 


UTAH 


Deseret Book Company, 4 E. So. 
Temple St., Salt Lake City 10. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION SERVICE ~ 
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ties, strength and compactness. The film shows 
why zine alloys are the most generally useful for 
the die casting process. 

To prove how the smooth finish of die cast 
parts facilitates application of decorative coat- 
ings, the picture paces a die cast automotive 
radiator grille, step-by-step, through buffing, de- 
tergent and spray rinse, acid etch hath, copper 
strike and build-up, nickel coat, to brilliant and 
lustrous chromium plate. 

A 24-page booklet, “Die Casting,” containing 
supplementary technical information, also will be 
available to audiences. For further information 
concerning the film write to the American Zine 
Institute, Inc., 60 East 42nd Street, New York 
17, New York. 


Trans World Airlines Brings Europe's 
Cultural Centers to Screen in Tour Film 
* The Universal Man — an ancient scholastic 
ideal —takes practical wings in a new motion 
picture, Air Adventure to Europe, sponsored by 
Trans World Airlines. 

Studying in the cultural centers of Europe has 
gained popularity as part of America’s higher 
educational effort since the 1920's. Despite its 
immediate interruption of this trend, the second 
World War actually increased academic interest 
in Europe. Taking advantage of this interest to 
stimulate air travel, Trans World Airlines is 


Color is an essential part of your film. 


Make a 


“COLOR PLANNED FILM” 
Use: 
POWERFUL HUES 
RIGHT SATURATION 
BALANCED BRIGHTNESS 
Make your industrial film 


UNFORGETTABLE 
Make it with: 


GOLDEN KEY PRODUCTIONS, INC. 
1921 Hillhurst Ave. 
Hollywood 27, California 


SAM ORLEANS PRODUCTIONS 
EXPERIENCE since” 


Sad street 4 
eklohoma city, okla. 
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showing its film before college and university 
audiences and teacher groups who are organiz- 
ing student-teacher tours to Europe next summer. 

Leading the psychological way in this 16mm 
color film are a young graduate student instructor 
of architecture and a coed rounding out her 
preparation for a teaching position. In a 32-min- 
ute version of one of last year’s tours, the twosome 
experience memorable thrills as they fly via TWA 
Constellation from New York to Paris, travel by 
motor coach along the French and Italian Rivi- 
eras to Rome, Florence and Venice. 

From Venice, some of the tour group proceed 
to Geneva, Switzerland, to visit the International 
Seminar on Education directed by Dr. Emerson 
Neuthardt for New York State University, and 
visit Dr. Ralph Bunche at the United Nations. 
Others of the group speed to Zurich to tour the 
engineering, architectural and 
tional projects in summer session. 

The students fly from Zurich to London, tour 
the city, attend a Shakespearian production at 
Stratford-on-Avon, zoom back for a last look at 
Paris, then wing their way home. Along with 
the rich cultural experience of the tour, the film 
imparts important points of the etiquette of travel 
in foreign lands. 


general educa- 


dir Adventure to Europe may be obtained 
through TWA’s National Distribution Agency, 
the Institute of Visual Training, 40 East 49th 
Street, New York 17, New York, or from any 
TWA office in the U.S. A 27-minute TV version 
will be available beginning August 25. 


Affirmative Attitude Toward Motion Study 
Among Foremen Is Objective of New Picture 
* A well-known expert in the field of motion 
study and work simplification, Prof. Ralph M. 
Barnes has scripted a new 
motion picture, The Foreman Discovers Motion 
Study. Designed to introduce factory foremen, 
supervisors and students to this field, it is in- 
tended to create an affirmative attitude. 

A story situation is used to show the experience 
of a typical foreman as he comes in contact with 
motion study for the first time. The film is avail- 
able on a rental basis ($3.00 b&w) from Educa- 
tional Film Sales, Ugiversity of California Exten- 
sion, Los Angeles 24, California. Prints may also 
be purchased outright at $67.50. This film is 
also available in color at higher rates. Vy 


16-minute sound 


IMMEDIATE CASH 
CAMERA EQUIPMENT 


NEED EYEMOS (SINGLE LENS AND TURRET), 
MITCHELLS, ARRIFLEX, DE BRIES, B&H STAND- 
ARDS AND HI-SPEEDS, WALLS, AKELEYS, CINE 
SPECIALS, AURICONS, MAURERS, FILMOS. 
ALSO BALTARS, COOKES AND OTHER LENSES. 
SOUND STAGE, LABORATORY AND EDITING 
EQUIPMENT OF ALL TYPES REQUIRED. PLEASE 
SHIP INSURED OR FORWARD DESCRIPTIONS 
AIRMAIL. IMMEDIATE PAYMENT. 


GORDON ENTERPRISES 
5362 N. CAHUENGA + N. HOLLYWOOD, CAL. 


1 


TO THE GREATEST 
NAMES IN THE 
UPPER MIDWEST 


General Mills, Inc., Hamm Brewing Co., 
The Farmhand Co., Minnesota & On- 
tario Paper Co., J. R. Watkins Co., and 
many others. 
COMPLETE PRODUCTION FACILITIES 
¢ Motion Pictures 
Slide Films 
¢ TV Commercials 


3500 sq. ft. Sound Stage 


EMPIRE 


PHOTOSOUND INC. 


1920 Lyndale Ave. So. 
Minneapolis 5, Minn. 
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A New, Personalized 
SLIDEFILM & SLIDE 
LABORATORY SERVICE ! 


Featuring: 


a Photography of black and 


white slidefilm negatives. 


» Photography of color 
slidefilm negatives and 
masters. 


» Duplicate negatives in 
black and white, and color. 


e Slidefilm printing in black 
and white. 


« 2” x 2” slide duplicating. 


FREE consultation service to assure best 
results! 


For information, write, wire or phone: 


UNITED MOVIE 
TECHNICIANS, INC. 


324 Union Street 
Hackensack, N.J. 
Diemond 2-0597 
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HAVE YOU READ THESE AUDIO-VISUAL REFERENCE 


ORDER TODAY FROM THE BUSINESS SCREEN BOOKSHELF SERVICE 


SHIPMENT POSTPAID iF CHECK ACCOMPANIES ORDER 


¢ Business Film Books tus 
FILMS IN BUSINESS AND INDUSTRY by Henry Clay Gipson 


(How Motion Pictures and Slidefilms are made and used for Train- 
ing, Education and Selling) 

THE FILM BOOK by Wilson and Haas 
(Applications of sound motion pictures and slidefilms in school, 
business and industry, including chapters on projection, distribu- 
tion, T.V.) 

THE FILM IN INDUSTRIAL SAFETY TRAINING by Paul R. Ignatius 
(Determining place of films in industrial safety training and prob- 
lems involved in their use) 

THE USE OF TRAINING FILMS IN DEPARTMENT AND 
SPECIALTY STORES by Harry M. Hague (Extent to which films 
and other training aids are used in industry and obstacles to more 
effective and widespread use) 


¢ Books on Production Techniques 


AMERICAN CINEMATOGRAPHER HAND BOOK AND REF- 
ERENCE GUIDE by Jackson 7. Rose (Photographic materials, 
methods and equipment 

PREPARATION AND USE OF AUDIO-VISUAL AIDS 
by Haas and Packer (for industrial, educational, religious, social and 
civic fields) 

FILM AND ITS TECHNIQUES by Raymond Spottiswoode 
(Essential, unwritten lore of documentary film making) 

FILM AND THE DIRECTOR by Don Livingston 
(How to write, produce or direct better movies economically) 

THE TECHNIQUE OF FILM EDITING by Karel Reisz 
(Basic Principles for T.V.) 

HANDBOOK OF BASIC MOTION-PICTURE TECHNIQUES 
by Emil FE. Brodbeck (for both amateur and professional this hand- 
book covers basic know-how) 

PAINTING WITH LIGHT by John Alton 
(Technical and artistic aspects of lighting) 

PICTORIAL CONTINUITY by Gaskill and Englander 
(How to shoot a movie Story) 

THE RECORDING AND REPRODUCTION OF SOUND 


by Oliver Read (Complete reference to audio in all phases) 


16MM SOUND MOTION PICTURES by William H. Offenhauser, 7r. 


(A Manual for the professional and amateur) 


¢ Periodicals, Handbooks and Film Guides 


BUSINESS SCREEN MAGAZINE . . . for Industry (including eight 
full issues) 
THE AUDIO-VISUAL PROJECTIONIST’S HANDBOOK 
(Two-color graphic portfolio showing ideas and helps) 
THE NATIONAL DIRECTORY OF SAFETY FILMS 
(Over 950 subjects including 1954 additions and supplements) 
GUIDE TO FILMS & USES BY SALES EXECUTIVES 
(National Federation of Sales Executive book with 45 pages of 
useful text and complete sales training film list) 
BOUND VOLUMES OF BUSINESS SCREEN MAGAZINE 
Volume 11-1950 (8 complete issues of one full year) 
Volume 12—-1951 (8 complete issues of one full year) 
Volume 13-1952 (8 complete issues of one full year) 
Volume 14-1953 (8 complete issues of one full year) 


Special combination offer of all four volumes, FOB Chicago 


McGraw-Hill 
285 Pages 


Prentice-Hall 


251 Pages 


Harvard University Press 
119 Pages 


Harvard University Press 
147 Pages 


American Cinematographer 


331 Pages 


Prentice-Hall 
320 Pages 


University of California Press 


505 Pages 


Macmillan Co. 

203 Pages 

Farrar, Straus and Young 
282 Pages 

Whittlesey House 

307 Pages 


Macmillan Co. 

191 Pages 

Duell, Sloan and Pearce 
149 Pages 

Howard W. Sams & Co. 
300 Pages 


Interscience 
565 Pages 


Business Screen 
Business Screen 
National Safety Council 


National Federation 
of Sales Executives 


Business Screen 


BOOKS? 


$4.65 


$1.50 


$1.50 


$5.00 


$5.00 


$7.50 


$4.50 


$7.50 


$6.50 


$6.75 


$3.00 


$7.95 


$10.00 


$3.00 
a year 


$1.00 


$.75 


$3.00 


$8.50 
$8.50 
$8.50 
$8.50 


$29.50 


Send Orders Accompanied by Check in Payment or Purchase Order Addressed to 


BUSINESS SCREEN MAGAZINE, 7064 SHERIDAN ROAD, 


1.B.M. TRAINING CENTER 
(CONTINUED FROM PAGE 49) 
squinting around at arbitrarily 
placed chartboards, the trainee now 
could view 1.B.M. daigraphic ma- 
terial, wiring circuits and other 
course items magnified 20 times. 
No matter where he sat, the elec- 
tronics student could read the pro- 
jected data without difficulty. 

At first the panels presented one 
obstacle. The standard color for 
the porcelain panel surface is green. 
Projection tests, conducted by 
1.B.M. Supervisor Miss Helen Taft, 
proved green—as well as white and 
silver—created an eye hazard. A 
rose-tinted gray was just right for 
projecting chart matter. 

The panels have been placed in 
seven classrooms and in a confer- 
ence room. In the conference room 
they are used for the projection of 
motion pictures, some of which are 
in color. A highly calibrated new 
lens is used to project a 6-foot 
screen image from a distance of 6 
feet—casting 8 x 10-foot slides. 

The longest of the panels is 28 
feet. All are 8 foot high, giving a 
writing surface from wall to wall, 
floor to ceiling. 

The average training course at 
the center lasts two weeks. The 
course is conducted for 1.B.M. 
representatives and customers. The 
center has a capacity for graduating 
500 sales students a month. The 
job is easier now. The center’s suc- 
cess is beginning to suggest the re- 
designing of 1.B.M.’s 20 other train- 
ing locations. 


FREE LITERATURE 


Radiant’s Pocket Screen Guide 


* A new Pocket Catalog of Radiant 
Manufacturing Corp. projection 
screens is available. It includes in- 
formation on how to choose screens, 
best projection surfaces and correct 
screen sizes. It also illustrates and 
describes portable and permanent 
installation type screens. Of special 
interest is a silver surfaced screen 
designed for use in rooms that can- 
not be darkened. 

Copies of the catalog may be ob- 
tained by writing to Dept. BS, 
Radiant Manufacturing Corp., 1200 
South Talman Ave., Chicago 8. 

* 


Business Education Film Guide 


* The 1954-55 edition of the Busi- 
ness Education Films catalog is now 
ready for distribution. The new edi- 
tion lists more than 160 titles of 
rental motion pictures for commer- 
cial education teachers and training 
directors. Write for it to Business 
Education Films, 630 Ninth Ave., 


New York City 36. 
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Well you can, and now, too! Yes, Color Service is able 
to offer color prints of quality equal to if not better 
than reversal prints from masters, and note this, at a 
far less cost than you have been accustomed at any lab. By adopting 
the revolutionary 16mm neg. pos. process and using 
c-o-n-t-r-o-I-l-e-d techniques of printing we are able 
to obtain 16mm color prints of exacting fidelity, un- 
surpassed natural color and at a bonus valve that 


will reflect itself in your overall production budget. 


facts. 
nd get the 
ik this-why not drop in or calla 
double talk, 


We repeat—"° 


service inc. 


you like color prints of remarkable fidelity at a price no other lab can quote you? RE 


id 
ae eating around the bush here. When printing from masters is a requirement, Waa ve 


> 


—safe for keeping product information under 


cover until the time of impact, 


— skilled in helping to get new activities prepared 


and implemented without disclosure, 


The Jam Handy Organization is well set up, 
by previous program planning and experience, 
to maintain security while getting your job done 


right — and right on time. 


VISUALIZATIONS e MOTION PICTURES e LIVE SHOWS e PRESENTATIONS e@ SLIDEFILMS 


NEW YORK 19 PITTSBURGH 22 DETROIT 11 DAYTON 2 
1775 BROADWAY GATEWAY CENTER 2821 E. GRAND BLVD. 


@ TRAINING ASSISTANCE 


CHICAGO 1 HOLLYWOOD 28 
310 TALBOTT BLDG. 230 NORTH MICHIGAN AVE. 5746 SUNSET BLVD. 


